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why WILFAMCO 


Is ‘‘America’s Best Built Garage Door’’ 
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_brocing struts for ex- 
treme rigidity. 








ed-in ball bear- — 
bricated fora 


and all welded. Canopy type 

EE” shown, can’t rust! Can’t rot! 

Can’tsag! No other aluminum 

garage door has such sturdy construction. No other has 

dual lifting mechanisms. No other swings on ball bearings. 

No other operates so easily. From builders, from dealers, from 

home owners everywhere comes high praise for Wilfamco 
quality doors. Ask your distributor or write us direct. 

WILFAMCO Easy Lift Twindoor WILSON FOUNDRY AND MACHINE CO., 

anopy’’ type. Without center post. 
* 


WILFAMCO “‘Up and In’’ Type sup- WILFAMCO “Track’’ Type rides all » ‘ » 
ported from side jambs by sturdy arms. the way inside garage on rubber rollers. Pontia Cc, Michi gan 


@ Duval Lifting Mechan- @ Full length beams at 
s who : top and bottom. No 
. assembly on job. SS agit: 















201 Wilson Avenue 


Easy Lift 
GARAGE DOORS 
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THOUSANDS OF DEALERS ARE USING THIS 
HOUSE PLAN BOOK FOR BUILDING UP SALES 





























Hoe Rooms 1, BED ROOM 


@oxns GOR 
t Bae 








i current LIVING ROOM 


KITCHEN 
oxo 














? ee 50 ACTUAL PHOTOGRAPHS AND FLOOR PLANS OF REAL HOUSES THAT HAVE BREW 


SULT AND PROVED SUCCESSFUL FAVS OOTENS OF HELPFUL FOEAS ON SELECT 
1G THE LOT, CHOOSING THE PROPER HOME DESION AND ARRAMGING FINANCES 











Facts About This Book-- 


Size 81/, x 11 inches—36 pages. 

Plans have already been tried and tested. 

Most popular plans have been selected from orders 
previously placed by dealers. 

Reprinted from AMERICAN LUMBERMAN and placed 
in one book at the urgent requests of dealers. 

Selected for their design, construction, comfort, con- 
venience and livability. 

Actual Photographs—not mere dream sketches. 

Real Houses—all actually built for the modest price 
class. 


How to Order Copies-- 


Address your order to House Plan Dept. of AMERICAN 
LUMBERMAN. Prices of the booklet are as follows: 


Single copies in less than 50, without im- 

print 50c each. 

In lots of 50 or more, without imprint, 25c 

each. 

In lots of 100 or more with 3 line imprint 

of your name and address 25c each. 
Indicate in your order for imprinted copies, the 


exact THREE lines to imprint, as well as the 
quantity wanted. 


All shipping charges are PREPAID by 


American Lumberman & Building Products Merchandiser 
139 N. Clark St., Chicago 2, Illinois, U. S. A. 
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Actual Photographs of Real Houses. 
Blue Print Working Drawings and 
Specifications Immediately Available 


Contains 51 Most Popular and Prac- 
tical House Plans All in One Package 
—between two covers—To Be Used 
by Dealers for Advertising Promotion. 


Helps Promote Your Business 


Here is a house design book that will help you cap- 
italize on the huge volume of new home building now 
developing. The booklet has been so arranged that it 
definitely acts as your own advertising promotional 
piece. Your own name and address (3 lines) can be 
imprinted on the back cover—or if you prefe: you can 
do your own imprinting—by type or rubber stamp. 


How to Use This Book 


Through the proper kind of advertising promotion this 
booklet will help YOU show prospective home buyers 
how YOUR organization can furnish dependable serv- 
ice in every phase of home building. Since this book- 
let is attractive, authentic, practical and offers con- 
structive help you can safely use any or all means of 
promotion — direct mail, newspapers, radio, window 
and counter display, as well as through your salesmen 
and other employees. 


Blue Prints and Specifications of 
Every Design Are Available 


Every house design shown in the booklet is an actual 
photograph—not a mere dream sketch. They have 
been selected for design, construction, comfort, con- 
venience, liveability. Blue prints and specifications 
can be furnished by AMERICAN LUMBERMAN for any 
design shown when orders are placed by DEALERS. 


Prices are very reasonable and as follows: 


1 set Blue Prints & Specifications....... $ 5.00 
, Jf << aa 8.00 
Se eee 10.00 
ME I FR oie cc cceecicvecccewves 12.00 
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LUMBER PRODUCTION CONTINUES TO CLIMB in all sections 


of the country. NLMA reports that the output of 15,687,000,000 board 
feet for the first six months of 1947 exceeded production for the first 
half of last year by 11] percent. Western Pine showed the largest 
increase—16 percent over the same period last year. Production in 
this region totaled 2,927,000,000 feet. Southern Pine, with a total 
cut of 3,997,000,000 board feet showed an increase of 14 percent 
over the first half of last year. Douglas fir production is up 9 percent 
with a total of 3,425,000,000 board feet. 


NEW CONSTRUCTION IN JULY as reported by the U. S. Depart- 
ment of Commerce totaled $1,139,000,000 as against $1,059,000,000 


in June—an 8 percent increase in one month and 16 percent above 
July, 1946. Total new construction for first seven months of this 
year was estimated at $6,487,000,000 against $4,806,000,000 for simi- 
lar period last year—a 35 percent increase. 

COST OF HOME BUILDING HAS ALMOST DOUBLED, says the 
Federal Home Bank Board, charting the cost of building a standard 
six-room frame house in January 1936 at 94.7; 1940 at 100; 1944 at 
130; 1945 at 135; 1946 at 150 and March 1947 at 180. Thus a house 
which could have been built for $5,000 in January 1936 would have 
cost $9,483 in March 1947. 

PRIVATE CONTRACTORS BROKE RECORDS of 20 years stand- 
ing by starting 80,000 new homes in July. This number approached 
the all-time high of 1925. It exceeded the June total by 28,000 and 
the July, 1946 production by 17,400. 

BORROWING FOR HOME BUILDING ranks highest on the list of 


government guaranteed loans granted ex-Gls, the Veterans Admin- 
istration reports. Of the 938,000 loans for $5,135,500,000 granted 
thus far, a total of 831,000 loans have been extended to buy homes; 
33,000 to purchase farms and 73,000 for business purposes. 

WAGES IN THE CONSTRUCTION INDUSTRY rose in June to an 
all-time high in New York State, according to a report submitted 
by Milton O. Loysen, executive director of the New York State divi- 
sion of placement and unemployment insurance. Average wage in 
New York City rose from $72.63 to $73.39 in the month and the 
work week increased from 36.3 to 38.8 hours. Outside the city, the 
pay jumped from $61.82 to $65.19, while the work week went from 
37.5 to 38.8 hours. 

PREFABRICATION NOTE: Last year the Prefabricated Home 


Manufacturers Institute listed 280 firms as members. Today 70 are 
left and only 50 are producing homes. The Institute's president is 
quoted as saying that if, when it holds its next annual convention 
there are 35 companies still surviving, we will be greatly pleased.” 


PAINT PRICES WILL NOT COME DOWN for some time in the 
opinion of Elliot S. Phillips, president, Devoe & Raynolds. He says 
1 reduction of the tremendous backlog of unfilled orders must be 
made before the law of supply and demand will allow much reduc- 
tion. The Company’s sales for the first eight months this year ex- 
ceeded last year’s figures by 36 percent. Gallonage production 
has increased substantially as well. 

FOLLOWING MATERIALS WILL BE TIGHT for the rest of the 
year: wallpaper, white paint, and window glass. 

CONGRESSIONAL HOUSING PROBE into material and labor 


:osts will start officially in October. Rep. Gamble (Rep., N. Y.) is 
‘-hairman of the investigating committee to which $100,000 has been 
illocated. Hearings will be held in various sections of the country. 
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1-E HOME 


Sales tools will be ready 
soon for dealer's purpose 


SALES and merchandising tools 
covering the Industry-Engineered 
home are now being prepared for 
the building materials dealers. 

These tools, Norman P. Mason, 
president of the National Retail 
Lumber Dealers Association an- 
nounced, will include newspaper 
advertising mats, point of sale dis- 
plays, suggested direct mail letters 
and local news stories. A desk- 
size broadside is being prepared to 
explain the details and workings of 
the I-E homes program. 

In addition, a 160-page book con- 
taining all the engineering details 
developed and explaining the appli- 
cation of each manufacturer’s prod- 
uct to two home designs will be 
used to illustrate construction 
principles. 


WAGES SOAR 


15 per cent jump for building 
tradesmen is top since 1920 


WAGE increases amounting to 
about 25 cents per hour for nearly 
500,000 workers in seven major 
construction crafts were granted to 
building tradesmen last year, the 
Bureau of Labor Statistics an- 
nounced following a survey in 75 
cities. 

The survey showed wages paid 
union workers in all building trades 
rose 15 percent during the year, 
the largest jump in a single 12- 
month period since 1920. 

Working hours’ showed little 
change during the year between 
July 1, 1946 and July 1, 1947. 

The total rise from July, 1939 to 
July, 1947 amounted to about 49 
percent. BLS reported that during 
the same eight years, the consum- 
ers price index (formerly the cost 
of living index) increased by 59 
percent and wholesale prices of 
building materials rose 96 percent. 

PLASTERERS REALLY SCORE 

Plasterers and plumbers scored 
the greatest gain in collective bar- 
gaining during the year, BLS re- 
ported, giving their precentage in- 
crease at 18.8 percent. 

Bricklayers, with an estimated 
average hourly rate of $2.37 are at 
the top of the wage ladder, but 
plasterers in New York City nego- 
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Western Wholesalers 
Report Heavier 
Demand 


Current inquiry and order placing sug- 
gest more forward buying than for sev- 
eral weeks. Some buyers are reporting 
increased construction and repair activi- 
ties in their communities—and need for 
lumber to meet this demand. Others -ap- 
parently are buying for inventory, stating 
their conviction that they’re not likely to 
buy much cheaper—and might later have 
to pay more. 


Accordingly, your Western Wholesalers 
report a step-up in recent buying activi- 
ties—which currently is making it a little 
difficult to obtain early delivery on some 
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tiated the highest rate $3 an hour, 
an increase of 75 percent above the 
rate prevailing there on July 1, 
1946. 

Preliminary estimates of in- 
creases from 1946 and the rate 
schedules for 1947 follow: 

Bricklayers, 15.2 percent in- 
crease, $1.75 to $2.75 in rate range; 
carpenters, 15.4 percent, $1.40 to 
$2.50; electricians, 12.6 percent, 
$1.50 to $2.50; painters, 11.6 per- 
cent, $1.25 to $2.15; plasterers, 
17.6 percent, $1.6214 to $3; plumb- 
ers, 18.8 percent, $1.75 to $2.81; 
building laborers, 15.9 percent, 70 
cents to $1.75. 


BUILDING COSTS 


Mortgage company officials says 
labor to blame for upswing 


LABOR’S “dilatory and restric- 
tive labor practices” are blamed by 
G. Irving Thunander, vice presi- 
dent of the Charles Ringer mort- 
gage concern, Chicago, for in- 
creased building costs. 


HOME BUILDING 


80,000 starts in July break 
records of 20 years’ standing 


HOME building starts in July 
showed a decided increase over 
June. 

Bureau of Labor statistics re- 
ported private contractors began 
work on 80,000 new homes in July, 
breaking records of 20 years’ 
standing. Starts for the month of 
July exceeded the June total by 
28,000 and the July, 1946, number 
by 17,400. 

Figures cited by the Bureau 
show that in the first seven months 
of 1947, home building increased 
38,300 units. So far this year 
441,000 homes have been started. 

The Bureau estimated that 65,- 
700 new permanent homes were 


completed in July, an increase of 


2,700 over June. 

July expenditures for new homes 
ran to 421 million dollars, an in- 
crease of 33 millions over June and 
65 millions over July, 1946. Ex- 
penditures for new homes for the 
first seven months of 1947 totaled 
nearly 2 billion 500 million dollars 
compared with a little more than 
one billion 500 million a year ago. 






























PRICE CUT NT 
items. Nevertheless, your Western Whole- 2 — eee 5 
salers are doing their utmost to serve Thunander cited the figures be Reynolds takes 20 per cent off 
customers in so far as possible. low based on actual cases of two- aluminum building materials A 
= oe oe with one PRICE reductions averaging 20 Nat 
Pacific National Sales Co. . ee ee cago area in per cent on aluminum shingles, sid- \ 
Weed Const leather 1938, 1942 and 1946. ing, roofing and ceiling panels were ares 
Charles B. Hurley, Pres. An approximate increase of 14.8 announced by Reynolds Metals mat 
P. O. Box 1587, Tacoma 1, Wash. | per cent can be added to the 1946 Company. _ 
totals, which would make the total R. S. Reynolds, president of the pone 
es ener tandaaatl cost today approximately $8,521. m7 
ational Bank Building | 
SPOKANE - - - WASHINGTON Type of Work 1938 1942 ~ oe 
PEE 65 54) Gea ves nxeieeeeee eens 15 15 5 ope 
of Hy iy i oe ae eke ie ore 70 35 150 hi 
ET IT ectisicerr ta ic5p-0 ala silan teenage 850 1100 1480 nit 
tarkat S$ Gan Erancteer 4 C Structural. iron ................. 65 67 78 | 
564 Market St... Sen Francisco 4, Cal. Cement work ............0eee00- 400 475 525 ie 
MAUK SEATTLE LUMBER COMPANY EE Saws Gaba aed ode ee 445 500 730 By 
SEATTLE, WASH. Carpentry 7 
HOMESTEAD BRAND SE uae ve hawk se uk ewes 425 556 784 - 
WESTERN LUMBER MERCHANTS CE Bc ott, oe oe Grd oleae ae 360 a i ve 
(Sawmill: a Tere rer 450 é 595 . 
CARL SODERBERG — rine Products re daiceres ts eecaaces 73 90 124 . 
LUMBER COMPANY by ay DEY wid mewieadeey am eae 80 80 87 
Manufacturers and Wholesalers ~~ Washington NN rs 25 i ag Gait a caeea 400 480 700 fy 
EE. ak noe ee ye SAaeW oes 225 275 375 
Duncan Lumber Co., Inc. ‘ey pee dike Gasol 64 67 76 
White Bldg., Seattle | RE et eo 3s 31 44 
Specializing in dimension and boards. Htg., sheet metal work .......... 225 275 *440) 
Fdward J. Sherman Lumber Sales Bioct. work fmtwures .....60ccsee: 150 175 267 
Board of Trade Building yt eal aha ad a bbe eee ae we re = = 
ee sic esac aera 20 25 30 
Morrill & Sturgeon $4,401 $5,226 $7,422 
Lumber Co — ' - i. 
Yeon Bldg a *Figure for 1946 includes gas heating unit. 
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“= 1 for your FUTURE LUMBER 
Supply Problem 





- off 


rials As Kinzua sees it, a plentiful future lumber supply for the 

20) Nation ean be assured by ample doses of “tree farming.” 

sid- And Kinzua is taking its own prescription. Its entire forest 

rere area is under scientific forest management. Only the more 

tals mature trees are harvested on a cyclical basis. Medium and 
younger trees thus get more room to grow—more sun, air, 

the moisture. Seedlings on the forest floor become saplings and 


saplings are soon reaching for the forest sky. 


7 

: In time, Kinzua expects to “cure” its own problem of a 

D continuous supply of timber, have a continuous, permanent 

D operation—and be able to supply its customers with famous 

) Kinzua “Quality Guaranteed” Ponderosa Pine lumber indefi- 

) nitely, 

a) : am , 

S Progressive in forest policies, Kinzua also maintains a con- 

? tinuous program of keeping completely modern in equipment. 

) By way of example, one of the more recent pieces of factory 
equipment is our R-F edge-gluing machine which glues up 

{ panels as large as 36”x72” by high frequency. This replaced 

q our rotary clamp machines. Although this R-F machine is 

hardly more than a new machine, it will be replaced by a newer 

{ model now on order within a few months. 

7 Kinzua’s invariable aim is to provide its customers with the 

) finest products that modern machines and methods can produce. 

>) 
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( Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 








Most dealers report: 4 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 
Durham’s Rock- 
Hard Water Putty 
gives you by far the 
best profit-margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells.so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock- Hard 
Water Putty does not shrink. Absoiutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or four 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. 


The PLASTIC Repair Material 
in POWDER Form 









] DONALD 
DURHAM 
COMPANY 
Des Moines 4 

lowa 
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Packaged, 
Labeled and Sealed 


To you who have been patiently 
standing in line awaiting deliveries 
of SUPERCEDAR- our production 
is at last increasing. While in fair- 
ness to all we must continue for 
the present on allotment basis, we 
are hoping to achieve reasonably 
good service in the near future. 


GUARANTEED The Spectacular Pent+up 
90% Red Heart Demand for SUPERCEDAR 
or Better is most gratifying. Mr 


Dealer, reserve space for 
it in your shed—we are 
going to make it availa- 
— ble to you as rapidly as 
| conditions will permit. 


100% Oil Content 





Product of 


GEO. C. BROWN & CO. 


GREENSBORO, N. C. 


LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 
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company, said the reduction was 
made possible by increased produc- 
tion. He said shipments from the 
parts division of the Louisville 
plant have increased an average of 
12 percent per month in the last 
five months. 

In the last 18 months, Reynolds 
said the company has shipped 154,- 
912,751 pounds of aluminum build- 
ing products—the equivalent of the 
siding and roofing needed for 141,- 
113 five-room houses. 


ASSISTING BYRNE 

Following the successful appli- 
cation of the company’s aluminum 
products to the site fabricated 
homes being built by the Byrne Or- 
ganization at Harundale Park, near 
Baltimore, the company received 
500 orders to supply materials for 
500 homes Byrne is constructing 
for the John Deere Co. in Moline, 
Ill. 

The company is also assisting in 
the engineering of the contem- 
plated 3,000 homes to be built for 
the Caterpillar Tractor Co. in Pe- 
oria, Ill. 

Reynolds said that a series of 
new architectural designs that will 
shorten the work for all small home 
architects has been completed by 
Randolph Evans. These plans, 
available to all builders and pro- 
spective home owners make use of 
aluminum from a structural stand- 
point. 


CHICAGO'S RECORD 
Building permits and valuation 
are largest since March, 1946 


BUILDING permits issued in 
the Chicago metropolitan area in 
July were the largest since March, 
1946, according to a survey con- 
ducted by Bell Savings and Loan 
Association. 

July permits totaled $29,200,933 
or 9 million dollars more than a 
year ago. June permits were $22,- 
077,431. 

Also larger in number and valua- 
tion were the home building per- 
mits issued in July over June. 
Permits issued in July for Chicago, 
suburbs and unincorporated areas 
for single family homes and apart- 
ments totaled 2,315 for a valuation 
of $17,471,895. 

A year ago 1,848 permits were 
issued for home units valued at 
$12,470,139. Last June permits 
totaled 1,810 with a value of $14,- 
019,680. 


The number of permits for 
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dwelling units in July was the larg- 
est since March, 1946, while the 
total valuation of home permits in 
July was the largest for the past 
year and a half. The gain above a 
year ago was about 500 units val- 
ued at approximately 5 million dol- 
lars. 

July gains above June were about 
500 units valued at $3,450,000. 


ARMSTRONG SCHOOL 


Installing building materials 

will be taught at Lancaster 

A building materials installation 
school has been established by the 
building materials division of the 
Armstrong Cork Company for the 
training of salesmen and the de- 





MARVIN E. TRETTIN, center, chief instructor 

of the newly created Armstrong Cork Com- 

pany Building Materials Installation School, 

giving mechanics instruction in the installa- 
tion of Armstrong's veos tile. 


velopment of trained installation 
mechanics. 

The first sessions will train me- 
chanics in the installation of Arm- 
strong’s veos tile, a procelain-on- 
steel] material. The course is 
planned as a service to veos tile 
contractors. No charge will be 
made for instruction, use of tools 
or materials. The one-week course 
will be given at the company’s home 
office in Lancaster, Pa. 


FINANCING AIDS 


Loan provisions liberalized 
to allow home improvements 


New home financing aids are es- 
tablished for the public and savings 
and loan associations through two 
laws of the 80th Congress just ap- 
proved by the President, Harold 
Lee, governor of the Federal Home 
Loan Bank System, announced. 

One of these laws broadens the 
powers of Federal savings and loan 
associations by permitting them tv 
make unsecured loans up to $1500 
for the repair and improvement of 
home properties when such loans 
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LIFETIME TIE-UPS 
Need No Replacements 






Choose Once 
Choose Right. 
Choose Puritan 


PURITAN 


Sask Cord 


PURITAN CORDAGE MILLS, INC. e LOUISVILLE, KY. e@ ATHENS, GA. 


Executive offices: Louisville, Ky. 


Makers of Sash Cord, Clothes Line and Braided and Twisted Cotton Cords 
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are insured by the Federal Hous- 
ing Administration or insured or 
guaranteed by the Veterans Ad- 
ministration under the G. I. Bill of 
Rights. 

It also permits those Federally 
chartered associations to make un- 
secured or junior lien loans for the 
same purposes up to $1500 without 
any requirement of government in- 
surance or guarantee. Previously, 


associations outside the District of 
Columbia had been precluded from 
making such loans by a legal re- 
quirement that all loans be secured 
by a first lien on real estate unless 
guaranteed up to 20 per cent under 
the G. I. Bill of Rights. 


BRICK OUTPUT 
June production |4 per cent 
above identical month in '46 


PRODUCTION of brick during 
June was 14 per cent higher than 
in the same month a year ago, ac- 
cording to preliminary estimates, 
Roy A. Shipley, president of the 





Mouldings, 





Quality Ponderosa Pine 





Here’s a sample of some of the excellent quality Ponderosa Pine 
timber that is furnishing the saw logs to the modern A-Y mill. A-Y 
is fortunate in having above average quality timber, modern produc- 
tion facilities and an experienced organization—a combination that 
insures dependable quality products. 


Yard Stock, Factory Lumber, 
Industrial Items 


Members Ponderosa Pine Woodwork 





Alexander-Yawkey Lumber Co. 


Members Western Pine Association 


Prineville, Oregon 





August 





Structural Clay Products Institute, 
announced. 

“Manufacturers produced 412 
million brick during the month, a 
gain of .3 per cent over May of 
this year,” Shipley said. 

The output of structural clay tile 
totaled 101,000 tons, an increase of 
6 per cent over June of last year 
and a decline of 3 per cent as com- 
pared with May. 

A sharp increase in the demand 
for production of brick and tile is 
expected as a result of removal of 
restrictions on most non-residential 
constructions and the higher level 
of new housing starts. 


FINANCING 


Non-farm real estate loans are 
1! per cent higher than 1946 


DURING the first half of 1947 
non-farm real estate financing in 
the nation totalled $5,330,000,000, 
an increase of 11 percent over the 
same months of last year, the 
Home Loan Bank Board reported. 

The rise is largely attributed to 
a greater average size of loans re- 
corded. That the upward curve of 
financing is flattening out is evi- 
dent from the fact that June dol- 
lar totals were only 3. percent 
greater than in June 1946, while 
last January the amount was a 
third above the same month of the 
previous year, the report said. 

Despite the greater present im- 
portance in the figures of loans for 
the building or purchase of new 
homes, since January the increase 
in the average loan has been slight. 


MATERIALS PRICES 


Whitlock reports very slight 
variation since mid-March 


THE trend in building materials 
prices has been downward since 
early in May, says Douglas Whit- 
lock, chairman of the Building 
Products Institute. 


“Analysis of the weekly whole- 
sale price index of the Bureau of 
Labor Statistics shows that the up- 
ward movement in materials prices 
ended in mid-March of this year 
and has been levelling off since 
then with slight variations,’ Whit- 
lock said. 

“The peak was reached in the 
week ending May 10 when the in- 
dex stood at 178.6 per cent of the 
1926 average. In the week end- 
ing July 12, the index was 175.4, 
a decline of about two per cen! 
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..«<BUT EMPLOYERS MUTUALS SAFETY 
ENGINEERING MADE IT SAFE AGAIN 


Pride of a super grocery was its beautiful 
tile floor. But through years of cleaning, a 
greasy substance had accumulated in the 
joints—and more and more customers 
slipped and complained. 


It became a question of solving the prob- 
lem or installing a new floor. Many at- 
tempts at a solution had failed. Employers 
Mutuals safety engineers suggested a raised 
abrasive strip in the joints of the tiles. 
The result: the floor was saved, the slip- 
ping was stopped, the customers’ com- 
plaints ceased. 
.* ¢ « 

It is in such cases that the real spirit of 
Employers Mutuals as a service organiza- 
tion, rather than just an insurance selling 
organization, becomes vital to you. For 
Employers Mutuals provide specially trained 
people skilled in safety work—in accident 
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and fire prevention, industrial safety and 
health education programs—in prompt 
claim payment, and in other services. 


Employers Mutuals are mutual companies, 
organized, operated and managed for the 
welfare of its owners—the policyholders. 
Therefore they furnish all services that 
help to reduce your insurance costs and at 
the same time pay back to you—its owners 
—all savings beyond ample legal reserves, 
in the form of dividends. All policies are 
nonassessable. 
* * # 

It is the way—the human way—in which 
Employers Mutuals company-trained men 
analyze your casualty and liability insur- 
ance problems, write your policies, study 
your operations, and pay your claims, that 
result in lower insurance costs and return 
to you part of the premium you have paid. 




















| ‘this grocers floor had become a skating rink 


i 


Workmen's Compensation rate reductions to a man- 


1943! 1944] 1945 | 1946 | 1947 





ufacturer after Employers Mutuals Safety Engi- 
neering went to work to reduce plant accidents. 





Base rate for industry fixed 
? by state rating bureau 


-— “Actual (adjusted) rate paid 
me—Net cost after dividends 
“© Savings through E-M 










Rate Saving through 
reduction in accidents 


dividends to policy- 
holders 


Net rate per $100 of 
payroll 








A new booklet, “How to 
Use Employers Mutuals 
Safety Engineering to Cut 
Insurance Costs,”’ explains 
this vital service and its im- 
portance to you in reducing 
your insurance and oper- 
ating costs. Get a copy 
from the Employers Mu- 
tuals man. Or write direct 
to the home office for it. 


Write on your business 
letterhead, and ask also for 
a copy of “A Dictionary of 
Insurance Terms,” a copy- 
righted book which you can 
secure only from Employ- 
ers Mutuals of Wausau. 


Jf PICTIONARY \ 


{ MNSCR ANGE 
\ TERMS 





EMPLOYERS MUTUALS OF WAUSAU 


















Send 
Your House Plan 


Redrafting to 


Lumberman’s 
Plan Service 


Reasonable -- Prompt 





120 Machin St. e¢ Peoria 5, Ill. 








MANAGEMENT 


Guarantees the true spirit of 


Sleshitalty 


. +. it always prevails in every 
perfect detail of the service and 


atmosphere you'll enjoy at 
The 


DRAKE 


Chicago 


Edwin L. Brashears 
PRESIDENT 
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from the peak. The building ma- 
terials price index has shown a de- 
cline in six out of the last nine 
weeks.” 


GRADING RULES 


New standard effective Sept. 15 
will cover Douglas fir plywood 


NEW standard grading rules for 
Douglas Fir Plywood (sixth edi- 
tion) have been accepted by the 
majority of manufacturers, distrib- 
utors and users and will become 
effective for new production start- 
ing September 15, according to the 
U. S. Department of Commerce. 
The revised standard is titled 
CS45-47. 


The new rules cover five grades 
of interior type and seven grades 
of exterior type Douglas fir ply- 
wood; a laminated board for pan- 
eling, sheathing, concrete forms, 
cabinet work and many other struc- 
tural and industrial uses. Also in- 
cluded are grade specifications for 
door panels, tests, standard sizes, 
size tolerances, reinspection rules, 
nomenclature and definitions. 


CONVENTION SCHEDULE 


ADDITIONS and changes to the 
1947-1948 convention schedule since 
it was first published in the Aug. 
2 issue of A. L. & B. P. M. are 
listed below. 

Feb. 3-5—Michigan Retail Lum- 
ber Dealers Association, Grand 
Rapids, Pantlind Hotel, exhibits. 

Feb. 4-6—Middle Atlantic Lum- 
bermens Association, Atlantic City, 
Claridge Hotel, no exhibits. 

Feb. 11-13-——Carolina Lum ber & 
Building Supply Assn., Charleston, 
S. C., Francis Marion Hotel, ex- 
hibits. 

Feb. 13-14-—West Virginia Lum- 
ber Supply Dealers Assn., Charles- 
ton, W. Va., Daniel Boone Hotel, 
no exhibits. 

Mar. 8-10—-Independent Retail 
Lumber Dealers Assn., Minneapo- 
lis, Radisson Hotel, exhibits. 

Apr. 1-2—New Jersey Lumber- 
mens Association, Atlantic City, 
Hotel Traymore, no exhibits. 

Apr. 15-16—Southern California 
Retail Lumber Assn., Los Angeles, 
Biltmore Hotel, exhibits. 

Oct. 15-17—Lumber Merchants 
Assn. of N. Calif., Sacramento (?), 
place to be announced, exhibits. 

Above convention is scheduled 
for this fall, all others in 1948. 














LET US SOLVE Your Ni) 
FENCING PROBLEMS ! 
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“I'm afraid we can’t help you with that kind of fencing.” 


© 
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Recognized for Quality 


Soil and climatic conditions in the Appalachian area combine to produce 
Hardwoods of fine natural quality—soft in texture and attractive in grain. 
Many buyers have long shown a preference for the Appalachian product. 
For utmost satisfaction on your requirements, consult with the leading com- 


panies on this page. 


«Cherry River Boom & Lbr.Co., Richwood, W.Va. Hutton & Bourbonnais Co....Hickory, N. C. 


Appalachian Hardwoods, Flooring. Planing Mill Products, 
lued Dimension. 


*The Mower Lbr. Co.....Charleston, W. Va. 


West Virginia Hardwoods, re oe Kiln-dried, Rough or 
urfaced. 
Mills: Omar, Marmet, Cass, Colcord and Pettus. W. Va. 


*Marshall Lumber Co.........Marion, N. C. 
Hardwoods—Hemlock and White Pine. 


D. D. Brown................-Elkins, W. Va. 


Mirs. Band and Circular Sawn West Virginia Appalachian 
Hardwoods—Kiln-Drying and Planing Mill Fa es. 
Established 1880. 


*Christian Lumber Co.......Monticello, Ky. 
A peeatens Hardwoods Exclusively 
pping Point: Burnside, Kentucky 


The M. B. Farrin Lbr. Co... .Cincinnati, Ohio 


Kiln-Dried and Air-Dried A ome Hardwoods. ‘“Cen- 
tury’’ O 


ak an aple Flooring. 
*Morrison, Gross & Co........Erwin, W. Va. 


Lignasan-dipped West Virginia Hardwoods. Band Mill. Dry 
” Kiln pk Mill. 


*M. E. Crisp Lbr. Co.........Welch, W. Va. 


West Virginia and Kentucky Appalachian Hardwoods, Oak, 
Poplar, Beech, Maple. Ash, ckory, Chestnut and other 
hardwoods. All facilities. 


*Stearns Coal & Lbr. Co........Stearns, Ky. 
Appalachian Hardwoods, Hemlock and White Pine. 
BUY 


UNITED STATES 
VICTORY BONDS & STAMPS 


Soft-textured Appalachian oak, poplar, chestnut and pinus 
strobus white os - Planing . dry kilns, box factory. 


*Vestal Lbr. & Mfg. Co......Knoxville, Tenn. 


All Appalachian Hardwoods—Kiln-dried and Dressed. 
Mills at Duff and Knoxville, Tenn. 


“W. M. Ritter Lbr. Co.......Columbus, Ohio 
Di Thick Oak-Bost Oak 
J. B. Belcher..............Bluefield, W. Va. 
Appalachian Hardwoods, Air or Kiln Dried. 


*P. W. Plumly Lumber Corp..Winchester, Va. 


Band Sawn Appalachian Hardwood Lumber, 
Modern Moore Dry Kilns and Planing 


*jJ. P. Hamer Lbr. Co........Kenova, W. Va. 


Manufacturers 
Appalachian Hardwood Lumber 


“Meadow River Lbr. Co.....Rainelle, W. Va. 
Manuifacturers of West Virginia Hardwood Products. 


“Wood-Mosaic Co., Inc.......Louisville, Ky. 


“Parkay’’ Ready-Finished Hardwood Flooring, Lumb 
Veneers, Dimension. 





*“McCracken & McCall, Inc... .Lexington, Ky. 


Apoalachian Hardwoods POPLAR BEVEL SIDING 
Band Saw and Planing Mill at Flat Lick, Ky. 


*Mowbray & Robinson Lbr. Co.. Cincinnati, O. 
Mills at Combs, Ky. and West Irvine. Ky. . 
Complete Line of ee Maple and Oak 
coring 


* Member Appalachian Hardwood Manufacturers, Inc. 
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Fenton 
The LOW COST 


TWIN SPINDLE SHAPER 





That DOES 5 JOBS 


SHAPES Equipped with various cutting 

e blades and saws, the Fenton 

END MATCHES Shaper is unsurpassed in the 

e number of jobs to which it can 

MORTISES be adapted. This, plus its high 

° productivity, top quality work 

TENONS and low price make it a valuable 

e piece of equipment for any 
COPES woodworking plant. 


Blades operate at a minimum 
_ of 20,000 cuts per minute. 
i I tas » Spindle speeds range from 4800 
~~ to 7200 RPM. Twin spindles allow 
for—cutting different forms at 
Fenton one time—one or two man oper- 
ation. Guide grooves fitted with 
removable hold down cleats for 
end forming and removable guide 
rails are other Fenton features. 


FENTON MOULDING HEADS 


Another Fenton contribution to more effi- 
cient wood working. Valuable for use with 
overhead arm equip- 
ment, radial saws, 
special arbors and 





FENTON KNIVES 


Ground in sets and pre- 
formed to customer's 
pattern to fit any type 
machine. Require no tedi- 
ous adjustment—cut even 
and accurate. Sharpened 
on cutting edge only — 
keeps consistent length and shapers for rafter 
true pattern through un- notching, moulding, 
limited sharpenings—high cabinet and 
speed steel long life. pattern work, 


Fenton can help you produce a wider variety of wood, wood products 
with less waste at lower equipment cost. Write for information. 


R. N. FENTON CO. 


1960 E. Milwaukee 


Detroit 11, Michigan 



















Build Store Around Ideas Presented 
in American Lumberman 

To the Editors: We certainly do appreciate the fine 
write-up that you gave us for the August 2 issue of 
your magazine. We never dreamed that you were go- 
ing to do such a fine job for us. We want to especially 
compliment you on the accuracy of the facts that you 
put into the article, and that you stressed the mer- 
chandise angle rather than the management angle. 

We will certainly prize this issue of the AMERICAN 
LUMBERMAN & BUILDING PRODUCTS MERCHANDISER 
very greatly, and for your information, we might ad- 
vise that the great majority of the ideas that we built 
into this new building, were picked up from articles 
in your magazine. In fact, when you come to the in- 
terior work, we had a whole package of pictures that 
we cut out of your magazine from time to time. So 
the writer feels that this write-up that you have given 
us will be of value to the people in the building ma- 
terial field. 

Would it be at all possible for us to get 50 addi- 
tional copies of this issue of your magazine?—-H. A. 
HANLON, Cotton-Hanlon Inc., Odessa, N. Y. 


Further Info on Installment Buying 

To the Editors: We have read with interest your 
editorial in the August 2 edition and we would like for 
you to advise us as to what agency we could contact 
to get the necessary information for setting up an in- 
stallment payment plan in some of our subsidiary com- 
panies. Your prompt attention to this request will be 
greatly appreciated.—R. B. RILEY JR., Johnson & 
Wimsatt Inc., Washington, D. C. 


To the Editors: In your magazine of August 2, you 
have an editorial on the easy time payment plan. We 
are a new company in the lumber and building ma- 
terial field and have a lot to learn about this business. 
We are working on limited capital and would appre- 
ciate it very much if you could give us any points on 
the time payment plan— ABE COHEN, Lowell Build- 
ing Supply company, Lowell, Mass. 

We suggest you write M. F. Meyer, Allied 
Building Credits Inc., First National Bank 
building, St. Paul, Minn., who should be able to 


give you the information you want.—The 
Editors. 


Management Series Proves of Value 

To the Editors: We have been reading your series 
of articles Management Articles for Executive Person- 
nel of Retail Building Products Companies and Series 
of Lessons for Consumer Salesman of Lumber and 
Building Products, which have been running in your 
magazine since the first of the year. 

We think them both very good and are wondering 
whether or not either or both of these series might be 
obtained in pamphlet or book form.—J. A. TINCHER 
JR., Tincher Lumber company, Charleston, W. Va. 


Thank you. We are pleased the series has 
been helpful. Shortly after the first of the year 
they will be published in book form.—The 
Editors. 


August 30, 1947, AMERICAN LUMBERMAN © 








nit 


lel 


la 
ab 
an 


as 


st 
vo 
CO 


sl 


ne 


rO- 
lly 
ou 


r- 


AN 
ER 
id- 
ilt 
les 
in- 
lat 
So 
en 
1a- 


di- 


ur 
‘or 
act 
in- 
m- 
be 

& 


ou 

e 
1a- 
Ss. 
re- 
on 
ld- 


ies 
mn- 
les 
nd 
ur 


ng 
be 
oR 














28 Reasons Why New Homes, Home Improvements and Farm Buildings 
Are a Good Buy This Fall. 


1. Light construction prices have not risen as 
much as wages and farm prices since pre-war levels. 

2. Many building product prices have been ad- 
justed downward since the first of the year. 

3. Construction prices have recently shown a 
tendency to level out on the present plateau. 

4. The costs of home and farm building are 
largely and essentially labor costs. They will prob- 
ably not decline further until labor costs come down, 
and there are no signs of this. 

5. Resistance to present price levels is declining 
as shown by the sustained construction volume. 
Wise money is waiting no longer to build. 


6. The underlying unfilled demand for all con- 
struction is so huge that growing light construction 
volume may be maintained for a long time at present 
cost levels. 

7. Relief from rent control is making all building 
more valuable. 

8. The entire industry is taking a more conserva- 
live attitude toward pricing and profits. 

9. Many building products manufacturers have 
done a heroic job of holding prices down. 

10. Relative costs are actually lower than a year 
ago. 

ll. Consumer incomes are at the highest point 
since the war. 

12. Production of building products is high and 
constantly growing. 

13. Inventories average at least 50 percent higher 
than a year ago. 

14. There is an ever increasing variety of build- 
ing products available. 

15. Poorly manufactured and graded materials 
are a drug on the market. 

_ 16. Dealers are taking an ever greater leadership 
in coordinating the flow of building products to 
light construction projects. 


17. Contractors and sub-contractors are not asking 
extra margins for contingencies as they were a year 
azo. There are fewer extras and unforeseen costs. 
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18. A steady increase in the supply and use of 
power tools is helping costs. 


19. An even flow of materials to the job site may 
now be assured. 


20. Improvement is noted in restrictive codes that 
have heretofore prevented lower cost construction. 


21. Many contractors are willing to make firm 
bids on light construction projects. Much of the 
speculative element in pricing has been removed. 


22. Labor is showing a more tractable attitude. 
There is less featherbedding, standbys, overtime and 
bribing workers from one job to another. Labor is 
actually delivering more for a day’s pay. 


23. More apprentices are being trained. 


24. More selectivity and _ better coordination 
means better and speedier workmanship. 


25. Competition is again operating to reduce 
costs all down the line. 


26. The value of the home building dollar is 
actually rising. 


S Vor d 


27. It is no longer necessary to compromise on 
quality of building products. 


28. The consumer can get a better house today 
than ever before for his real dollar. 


The above facts are the product of a current survey 
of actual conditions participated in by dealers in 
every section of the country. 

Wherever the majority of the above conditions 
obtain in a retail area, the dealer should aggressively 
tell the facts to his public and urge consumers to 
plan and build now. 

It is time to merchandise the value in today’s new 
homes. 


EDITOR 
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HEAD FOR GREATER SUCCESS 





Due to the efforts of the NRLDA Educational committee and cooperating 
manufacturers, associations, trade press, colleges and universities, 
the past success of lumber dealer courses may be exceeded in 1947. 


N EVER BEFORE have so many 
qualified men within an in- 
dustry joined hands in contribut- 
ing to the education of those who 
must serve the industry. It was 
because of this that the 30-day re- 
tail lumber training course held in 
14 universities and colleges during 
the past year met with such un- 
precedented success. 

Representing every segment of 
the building industry, approxi- 
mately 360 top industry men com- 
bined their efforts with university 
faculties to present to the students 
an effective, comprehensive course 
which would enable them to better 
serve the industry and its custom- 
ers. 

Manufacturers contributed such 
men as Meade Johnson, merchan- 
dising manager, Yale & Towne; 
Wharton Clay, secretary, National 
Mineral Wool association; Herbert 
Lotz, staff manager of the educa- 
tional division, Johns-Manville; 
and James L. Strehan, technical di- 
rector, Asphalt Roofing Industry 
bureau. From the trade press field 
came Art Hood, editor and Bill 
Milburn, manager editor of AMER- 
ICAN LUMBERMAN & _ BUILDING 
PRODUCTS MERCHANDISER as well 
as others to contribute their time 
and knowledge to the furtherance 
of the course. The universities 
themselves added the know-how of 
professors such as Deane Carter of 
the University of Illinois staff. 

With such instructors, each an 
acknowledged expert in his field, it 
is little wonder that almost to a 
man the 1,100 students who took 
the course last year agreed that it 
had done much to increase their 
usefulness in the building material 
field, or that many employers are 
planning to send more of their men 
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to the courses during the coming 
year. 

Meanwhile Martin Chamberlain, 
educational director, National Re- 
tail Lumber Dealers association, 
and the Educational committee 
have devoted the entire summer to 
a study of suggestions for improv- 
ing the course and problems en- 
countered in the past year. 

Of special interest to the com- 
mittee in its studies has been the 
problem of increasing the use and 
effectiveness of visual aid material. 
A rapidly developing need for ma- 
terial of this type has been felt, and 
many manufacturers have prepared 
presentations of their products in 
this manner. This need called for 
a close coordination between the 
committee and the manufacturers 





to avoid duplication, and to this 
end an industry-wide conference 
representing 40 manufacturers and 
their associations met in June to 
discuss the need and make prep- 
aration for meeting it. As a result 
of this conference, visual aid ma- 
terial which was available for ap- 
proximately five percent of the sub- 
ject matter in the past, should be 
available for over 60 percent of the 
subject matter during the cominy 
year. 

Among the available methods o! 
presenting subject matter visually, 
the use of slide films and movies 0! 
charts has gradually become ac- 
cepted generally as the most effec- 
tive means. With this thought in 
mind, a revised film list has been 
compiled, and manufacturers wish 
ing to develop their own presenta 












































| efficient. time-tested! 


What carpenters say: 
“T used the Upson Fasteners 
to insure the most attractive 
job possible because they 
: : ; , eliminate unsightly nail 
Applied direct to studs. Upson Floating Fasteners anchor the wasittvn: aa allen enainen 
panels securely from the back. They completely eliminate ugly blemishes that no painter 
: can hide successfully.” 
G. J. LeN. 

The Upson Floating Fastener speeds construction time. Saves pre- “Not a single mark can be 


cious hours usually spent in countersinking and filling nail holes. found on any of the work 
to indicate where it was 


The Upson Floating Fastener is another reason for the continued 


and increasing acceptance of Upson quality panels. 


face nailing. 


Carpenters everywhere endorse the Upson Floating Fastener. fastened. Ez 








A few of their comments appear at the right. 


THE UPSON COMPANY °® Lockport, New York 
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tions have been urged to adopt 
these methods wherever possible. 


Suggestions have also been stud- 
ied relative to increasing or de- 
creasing the number of hours de- 
voted to any one subject, or phase 
of a subject. In all instances where 
it appeared that the course would 
actually be improved by such 
changes, they have been made; and 
many other similar problems en- 
countered in the past year have 
likewise been studied and smoothed 
out, promising a more effective util- 
ization of time in the coming year. 

In connection with this phase of 
its study, the committee has 
pointed out that the conference 
method, rather than the lecture 
method, of instruction has proved 
far more successful, and has rec- 
ommended that wherever possible 
the conference method should be 
adopted. It is therefore planned 
to utilize this method, even to the 
extent of having group meetings or 
“bull sessions” with an industry 
man or university professor sitting 
in to guide the discussion. 

Also recommended by the com- 
mittee and planned to be incorpo- 
rated into the course is a revised 
text book list which will make 
available improved text material 
for the use of the students. Courses 
to be added this year include such 
subjects as aluminum products, 
linoleum and asphalt tile, hardwood 
and softwood flooring, asbestos ce- 
ment roofing and siding and farm 
structures. 


In addition to the revision of 
text books and subjects to be cov- 
ered, some changes have been in- 
corporated into the examination 
system in an effort to make it pos- 
sible for employers to follow the 
progress of men from their firms 
attending the courses. 


More standardization of the 
course on a national basis is also 
being sought, so there will be less 
discrepancy between courses of- 
fered at one school and those of- 
fered at another. This should elim- 
inate a great deal of time devoted 
locally to developing the course for 
any one university. In connection 
with this plan, it is hoped to utilize 
more fully on a nationwide basis 
nationally-known figures as instruc- 
tors and many associations are pre- 
paring to offer the services of one 
or more of their men for this pur- 
pose. 

A continuing study is being 
made into the question of group 
study or correspondence courses 
which meet the requirements of the 
course. At present both the Amer- 
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University of Illinois 
Urbana, Illinois 

University of Massachusetts 
Amherst, Mass. 

Michigan State college 
East Lansing, Mich. 


New York State College of Forestry 
Syracuse university 
Syracuse, N. Y. 


Ohio State university 
Columbus, Ohio 


Purdue university 

West Lafayette, Ind. 
University of Washington 
Seattle 5, Wash. 
University of Wisconsin 


Madison, Wis. 


Southern Methodist university 
Dallas, Tex. 

Georgia Tech 

Atlanta, Ga. 

City College of New York 
430 W. 50th street 

New York 19, N. Y. 


University of Southern California 
Los Angeles, Calif. 

University of San Francisco 

San Francisco, Calif. 

Penn State college 

State College, Pa. 

North Carolina State college 
Raleigh, N. C. 

*Day 

tEvening 





Schools Offering 30-Day Course 


Oct. 22 to Nov. 14, 1947 
Jan. 7 to Feb. 4, 1948 


Feb. 16 to March 13, 1948 


Oct. 27 to Nov. 22, 1947 


Nov. 17 to Dec. 13, 1947 
Oct. 13 to Nov. 7, 1947 


Nov. 10 to Dec. 7, 1947 
Feb. 2 to Feb. 27, 1948 


Oct. 24 to Nov. 21, 1947 


Oct. 23 to Nov. 21, 1947 
Jan. 22 to Feb. 20, 1948 


Oct. 27 to Nov. 22, 1947 


Oct. 7 to Nov. 7, 1947 


Oct. 27 to Nov. 21, 1947 
Oct. 27 to Dec. 4, 1947* 
Sept. 22 to Jan. 26, 1948+ 
Nov. 17 to March 24, 1948+ 


Oct. | to Oct. 31, 1947 


Sept. 15 to Oct. 10, 1947 


Nov. 17 to Dec. 12, 1947 
Feb. | to Feb. 29, 1948 


Oct. 6 to Oct. 31, 1947 








ican Technical society and the In- 
ternational Correspondence schools 
have prepared courses which are 
coordinated with the 30-day course. 
These courses have been checked 
by the Educational committee and 
have met with its approval. 

There is still much to be done 
in the field of on-the-job training 
and group study courses, but the 
committee is confident that a pro- 
gram can be worked out in the near 
future answering the need for this 
type of specialized training course. 

Now, with a summer of intensive 
research and study behind it, the 
Educational committee is ready to 
announce its program for the com- 
ing year. 

It is presently estimated that 25 
30-day retail lumber training 
courses will be held during the 
school year, and that at least ten 
of these courses are to be adopted 
as a permanent, annual part of the 
curriculum at some of the univer- 
sities. 

Fifteen colleges and universities 


August | 


again plan to present the course, 
which is approved for training 
under the GI bill, although veter- 
ans and non-veterans alike may at- 
tend. These colleges and tentative 
dates for the courses are shown in 
the box with this article. 

Thus it is that the Educational 
committee can point with pride to 
a year of extraordinary accomplish- 
ment in the field of education and 
can look forward to an even better 
course to be presented in the fu- 
ture. 

While the committee and the in- 
dustry as a whole wish to commend 
those men who gave unstintingly of 
their time and efforts in the past 
to make the 30-day course the oul- 
standing success that it has been, 
they also hasten to request their 
further cooperation in future 
courses so that the training made 
available in this way may continue 
to prove invaluable in providing 
trained, efficient men to carry on 
the work of the retail lumber and 
building material industry. 
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and Installment Selling 


You won't get your proper share of the consumer’s dollar 
unless you master these vital phases of modern retailing. 


OME YEARS AGO _ lumber 

dealers built reputations as 
the world’s “champion financiers.” 
Many of them were so lenient in ex- 
tending credit on open accounts, 
and so lax in making collections 
that they were driven into bank- 
ruptey. At the same time they 
were somewhat slower than other 
retail industries in adopting time 
payment plans for installment sell- 
ing. 

Even before World War II this 
picture was changing to a certain 
extent. And during the war the 
situation changed radically as there 
were plenty of cash customers for 
the limited supply of materials, and 
installment buying was rigidly con- 
trolled by federal regulation. 

The end of these federal regula- 
tions has recently been legislated. 
Consumer goods are back in great- 
er quantity. Competition is grad- 
ually increasing, and the recent 
abnormal flow of cash money for 
quick purchases is rapidly drawing 
to a close. For these reasons it is 
an excellent time for retail execu- 
tives to examine their policies and 
make whatever changes are neces- 
sary for profitable operation in the 
months and years ahead. This ex- 
amination naturally divides into 
three separate subjects: credits, 
collections, installment selling. 


CREDITS 

THERE are many retail busi- 
nesses that make all sales on a 
strictly cash basis. This method of 
operation offers several advantages: 

The money is received when the 
sale is made and the dealer’s capital 
is not tied up for so long. 

Cash is available to meet current 
operating expenses. 

It is less likely that you will need 
to borrow money and pay interest 
charges on it. 

Bookkeeping expenses are lower. 

No collection expenses are en- 
tailed. 

Bad debt losses are eliminated. 

ewer products are returned. 


Disputes which lead to loss of 
trade are minimized. 

On the other hand, operating a 
retail business on a credit basis 
also has certain basic advantages: 

Credit customers are usually big- 
ger purchasers and volume can be 
increased. 

Price is not such an important 
factor in restricting sales. 

Charge customers usually buy 
quality merchandise. 

Buying is more convenient. 

Displays, suggestions and related 
selling lead to bigger and quicker 
sales. 

Casual and infrequent buyers 
can be converted to regular cus- 
tomers. 

Attracts a superior type of trade. 

In many fields a retail business 
can be soundly and profitably man- 
aged on either basis. Trouble usu- 
ally comes from half-way methods 
such as being set up for a cash 
business but gradually extending 
more and more credit without ade- 
quate provision for selecting sound 
risks, keeping proper records, mak- 
ing collections, etc. 

The lumber and building materi- 
al dealer who intends to operate a 
strictly cash business will probably 
have to be satisfied with a compara- 
tively limited over-counter sales 
volume to small users and consum- 
ers of his products. To sell all his 
markets and enjoy a large volume, 
the dealer must extend credit and 
carry some charge accounts. This 
extension of credit can be a boon if 
properly handled, but if not prop- 
erly handled it can rapidly ruin a 
business. 


Before extending credit you 


should know the answers to five 
questions: 

1. Who is the customer? 

. Where is he? 

. Can he pay promptly? 

. Will he pay promptly ? 
Can he be made to pay? 

To obtain answers to these five 
major questions you must obtain 
information on a number of de- 
tailed questions. Although all cred- 
it extension involves certain basic 
principles which remain constant, 
you will actually need two different 
techniques—one for handling con- 
tractor credits and one for han- 
dling consumer credits. In open- 
ing new accounts it is wise to get 
a report from a suitable credit bu- 
reau whenever possible. 

In extending credit to a contrac- 
tor consider his capacity—that is, 
his ability to conduct his contract- 
ing business successfully. Is he 
old enough to have stability and 
mature judgment? Is he so old 
that declining physical and mental 
faculties will affect his man- 
agement ability? Has he had suffi- 
cient experience in his present line 
of business? Has he an adequate 
and capable force of workmen? 
Have his building operations al- 
ways been handled on a business- 
like basis? Does he have a good 
reputation for workmanship? What 
do other factors in the building in- 
dustry think of him? What do his 
previous customers think of him? 

Consider also his character. Is 
he personally honest and respon- 
sible? Is he ethical in his business 
dealings? Does he attend to his 
business? Does he have expensive 
or debilitating habits which might 
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affect his ability or willingness to 
meet his financial obligations? If 
others are associated with him in 
his business, who are they? Do 
they rate high in character and 
capacity ? 


Consider his capital. Does he 
have a reputation for prompt pay- 
ment of bills? How about his as- 
sets and liabilities? Could he liqui- 
date his business and pay off all 
creditors out of current assets? 


In opening an account or first 
extending credit to a consumer, you 
should proceed with equal caution 
but take steps to save him embar- 
rassment and burdensome detail. 
There is probably no better advice 
than that contained in the next few 
paragraphs, which have been taken 
from an address by Mrs. Alton B. 
Shepard, head of the credit bureau 
of Daytona Beach, to a meeting 
of the Florida Lumber and Mill- 
work association : 

“This first credit extension is 
most important because if on lim- 
ited information you have trusted 
a customer for small items, such as 
a door for ten days or a stringer 
for his steps until the first of the 
month, and he has paid satisfac- 
torily, he may think that at any 
time he is entitled to greater credit 
and it will be embarrassing to you 
to then ask for the detailed infor- 
mation you should have obtained 
before placing his name on your 
ledger. 


“Now, in most instances one cali 
to your credit bureau, and their 
completed report indicates’ the 
worthiness of the applicant. How- 
ever, a credit application from you 
helps the credit bureau and if the 
account is accepted, the informa- 
tion will prove of value to you 
throughout the life of the account. 

“The customer should be inter- 
viewed in private, if possible, as he 
will feel more at ease and less re- 
luctant to give information. No- 
tice, I did not say answer ques- 
tions. Don’t fire questions at him 
or give him a blank to fill out. 
There is a human resistance to both, 
but most of us like to talk, if given 
a chance. Start out in a friendly, 
courteous way, trying to show a 
sincere interest, and in a pleasing 
conversational manner get your in- 
formation. A comment on the ma- 
terials he has selected, the locality 
in which he intends to build, some- 
one with a similar name—just any- 
thing to break the ice, even if you 
have to resort to the weather. 

“In a box with this article are 
some suggestions as to the proper 
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Suggestions on Asking Credit Information 


WRONG 


What is your name? 


What is your address? 


How long have you lived here? 


Where did you live before? 


Where do you work? 


How long have you been there? 


Does your wife work? 


How old are you? 


Do you have any references? 


Where do you have your bank 
account? 


RIGHT 


Under what full name do you 
wish this account to be carried? 
(Be sure to verify spelling.) 


Where do you wish your state- 
ments mailed? Is this your busi- 
ness or home address? 


Have you lived here very long? 


Did you live in this city before 
you lived at your present ad- 
dress? 

If not in this city—did you 
like it where you were previous- 
ly and what was your street ad- 
dress while living there? (This 
information is essential in get- 
ting antecedent information and 
if he should skip it might help 
in locating him.) 


As a matter of record, we 
would like to have your business 
connection. 

You’ve been with them how 
long? 

Are you married? (In case 
of a woman, get her husband’s 
full name.) 

How many dependents do you 
have? 


Does your wife have an in- 
come? 


In most instances, age can be 
estimated and men, as well as 
women, are reluctant to give 
their ages. The local credit bu- 
reau can verify the age, as well 
as the income, if the customer 
seems reluctant in giving this 
information. 

What is your income? The 
credit bureau can also verify 
this information, if you find the 
customer does not want to give 
it. 


We would like to have some 
references, which we are sure 
you can give. 


For our bookkeeping depart- 
ment, upon what bank will your 
checks be drawn, so that they 
may be identified and properly 
credited when received. 
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questions to be asked in getting the 
information you need. 

“If the customer has no busi- 
ness references, you naturally be- 
come very suspicious unless he is 
quite young. In either case, he 
should be investigated very closely. 
In obtaining references, if you are 
in position to use a credit bureau, 
who always checks similar lines, in- 
quire if he has ever bought any 
lumber or building materials and 
from whom. 

“It is a good practice to provide 
a statement of your credit terms on 
the application form just above the 
space for the applicant’s signature 
and although it is only an applica- 
tion, it is a fine practice to have 
his signature. 

“In getting the signature, re- 
quest the applicant to read the ap- 
plication to make sure it is correct 
and then to write (not sign) his 
name, so that you have his signa- 
ture and his account will always be 
protected. 

“You may feel that all of this 
takes too much time and that I’m 
being too long-winded about it, but 
I can’t over-emphasize that fact 
that this is your one opportunity 
to get complete information when 
he is on the seeking side of the 
account and after the account is 
opened you will probably be on the 
side seeking the checks.” 


COLLECTIONS 


LAXITY in following up on col- 
lections has been the financial ruin 
of many a retailer. Fear of offend- 
ing good customers has prevented 
their attacking the problem with 
sufficient vigor. Remember that 
you can’t run a business on in- 
voices. They only indicate delivery 
of the materials; the sale isn’t com- 
plete until the bill is paid. An- 
other thing to remember is that 
a good customer never becomes 
offended by a proper request for 
payment of an obligation that is 
due. 

Speed in attempting to collect 
past-due accounts is vital for one 
important reason. Experience has 
proven that the customer who is 
behind in his account with one mer- 
chant is likely to owe past-due bills 
to other merchants. The dealer 
who makes the first and deepest im- 
pression on that customer will 
probably receive his money first. 
Another problem is that when you 
allow a man to get so far behind 
that his account is not in good 
standing he is apt to make his pur- 
chases elsewhere—even though they 
be cash purchases. 

It is necessary that you maintain 


a proper set of Accounts Receiv- 
able records and keep them up to 
date. 

Be sure to obtain a receipt for 
each delivery made. 

Prepare bills promptly and send 
each of your charge customers his 
statement at the end of each month. 

Before you can establish an 
effective and fair collection system 
you must determine a standard of 
payment terms and stick to it. Ac- 
counts which run beyond these 
standard terms are overdue, and 
your collection machinery should 
promptly go to work on them. (Oc- 
casionally you may have adequate 
reasons for wanting to. assist a 
good customer by carrying his ac- 
count beyond these standard terms, 
but these cases should be the ex- 
ception to your usual policy.) 

Your collection activity should 
start with a simple reminder by 
letter or telephone. It is always 
possible the customer has merely 
forgotten to settle his account. 

If a reminder doesn’t get the job 
done, your collections follow-up 
should go through the three suc- 
cessive stages of appeal, persuasion 
and urgency. It must be regular 
and consistent. It must build up to 
a climax. 

A good collection letter is actu- 
ally a sales letter. What you want 
to do is sell the customer on the 
idea of paying his bill—at the 
same time retaining his good will 
and future business. For this rea- 
son the collection letter is some- 
what like an advertisement in that 
it must accomplish four things: get 
attention, stimulate interest, cre- 
ate desire and cause action. 

Sometimes it is quite effective to 
have salesmen make calls on cus- 
tomers with past-due accounts. If 
the account becomes unreasonably 
past due the matter should be 
turned over to your attorney. 


INSTALLMENT SELLING 

TIME-payment financing is the 
extension of long-term credit to be 
repaid in monthly installments out 
of the customer’s income. It is 
particularly applicable to consumer 
selling and has probably done more 
than any other single factor to en- 
large markets and increase the 
merchant’s opportunities. 

New homes, property improve- 
ment jobs, electrical appliances and 
a host of other items sold by many 
modern building products mer- 
chants all lend themselves to in- 
stallment financing in one form or 
another. 

Because the dealer gets his 
money immediately and does not 
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have to worry about collections, 

time payment financing is a safer 

and more convenient arrangement 
than open-account credit. 

There are many reputable lend- 
ing institutions, both local and na- 
tional, anxious to cooperate with 
dealers in setting up adequate time 
payment plans for qualified custom- 
ers. The plans available vary in 
a number of ways, and it is not 
the purpose of this article to com- 
pare these plans or explain them 
in detail. Fhe dealer should study 
available plans and select those 
which his salesmen can use most 
effectively. (This publication wili 
be glad to make suggestions to 
dealers requesting advice.) 

If you organize a suitable in- 

stallment selling plan you will reap 
these vital benefits: 
1. You send no one away to look for 
a loan. Such customers, once 
they get the cash, become price- 
shoppers. They might buy from 
you; they might buy from your 
competitor; they might not buy 
the job at all but spend the 
money for something else. 
You keep your customers. You 
handle the entire deal. Next 
time the customer is “in the 
market,” he comes back to you. 
Records show one concern has 
made nine time sales to one cus- 
tomer; five or six repeat sales 
to one customer are not at all 
unusual. With installment sell- 
ing you keep your customers. 

3. You get paid in cash. You tie 
up no money in open-book ac- 
counts. 

4. You escape the headaches of 
passing on credit and of col- 
lecting bills. 

5. You can sell at comparatively 
low prices. 

6. You can make more and bigger 
sales. Many people who would 
not consider, say, a $500 cash 
purchase will buy without hesi- 
tating when it is offered at only 
$15.97 monthly and no money 
down. 

7. Installment selling matches buy- 
ing habits. By actual record, 
over one-half of our population 
makes regular purchases on a 
budget payment plan. 

8. You increase your net profits! 
The lumber and building prod- 

ucts merchant who does not sell on 
a time payment basis (and by 
selling on time we mean actually 
pushing his budget payment plan 
as contrasted to merely having one 
available if the customer asks for 
it) is passing up his best bet for 
more steady customers, better sales, 
and better profits. 


bo 
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COMBINING appliances and lumber advertis- 
ing on the company’s building is done like 
this. 


VERY PROSPECTIVE home 

builder is also a good prospect 

for appliances. But not every re- 

tail lumber dealer should sell appli- 

ances any more than every dealer 
should become a home builder. 

Each dealer’s decision must be 
governed by conditions applicable 
to himself and his territory. 

Frey Brothers Lumber company, 
Michigan City, Ind., is one firm 
which, after eight years in the ap- 
pliance field, is convinced that ma- 
jor appliances fit nicely into their 
overall merchandising picture. 

“Each side of the business—lum- 
ber and appliances — stimulates 
sales on the other side,” observes 
Harry W. Frey, vice president of 
the organization. 


WHAT THE RECORD SHOWS 


FREY Brothers record proves 
what an enterprising dealer can do 
with appliances. Sales last year 
were five times what they were at 
the end of the firm’s first year in 
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EXTERIOR view of the Frey Brothers Lumber company indicates plenty of free parking space. 


Appliances and Building Materials 
Will Help Sell Each Other 


Frey Brothers in Michigan City, Ind., are leading the 
appliance field in their area. Below are some of the 
ideas they learned in eight years of appliance selling. 


the field. Appliance sales totaled 
15-20 percent of the company’s 
gross for 1946. 

In a city of 27,000, Frey Broth- 
ers handles more lines and does 
a bigger dollar volume than any 
single appliance dealer in the city. 
This record of accomplishment has 
been made despite the fact that 
the store is 18 blocks from Franklin 
street, the principal shopping area 
of the city. 

Frey Brothers entered the appli- 
ance field more by happenstance 
than by deliberation. They had in- 
vested money to help establish an 
uptown appliance store that failed 
within two years for lack of busi- 
ness experience and management. 
Taking over the operation of this 
store, Frey Brothers continued to 
manage it for a year—at a loss. 

However, it was felt that the op- 
eration had definite value, so the 
brothers transferred the business 
to their retail lumber store 18 
blocks away. Manufacturers pro- 
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tested. They said it was necessary 
to be on the main line to handle 
appliances properly. Frey Brothers 
has disproved this contention. A 
store count one Saturday morning 
recently clocked 270 people within 
four hours. 

By centralizing the operation and 
cutting overhead, the appliance di- 
vision was started on the right 
track financially. It has made such 
strides that considerable competi- 
tion has developed between the two 
branches of the business. 

Three brothers direct the organi- 
zation. Wayne G. Frey is president; 
Harry W. Frey is vice president 
and Gaylen Frey is_ secretary- 
treasurer, in charge of the appli- 
ance-heating end of the. business. 

The overall organization is di- 
vided into two corporations—Mod- 
ern Equipment, Inc. is the business 
title for the appliance end and Frey 
Brothers Lumber company is the 
legal designation for the lumber 
side. The payroll lists 10 employes 
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in the appliance division and 22 
on the lumber-retail side. 

Each corporation has its own ad- 
vertising appropriation, approxi- 
mately two percent of gross sales. 
Frequently appliances and building 
materials are featured in the same 
display ad. Newspaper advertise- 
ments tie the two sides of the busi- 
ness together in this manner: 

“Modern Equipment, Inc. at Frey 
srothers Lumber company.” 

The slogan utilized by Modern 
Equipment, Inc. is: Modern Appli- 
ances Make Modern Homes. 


SERVICE DEPARTMENT 

SERVICE is necessarily the key- 
stone to appliance selling. Without 
a good service department, a deal- 
er is not likely to get a good fran- 
chise. Manufacturers do not like to 
receive service complaints. Appli- 
ance manufacturers are almost as 
much interested in the service the 
dealer can render as in the sales he 
can make. 

Consequently, most dealers re- 
gard service departments as a 
necessary evil. Few of them pay. 
Washers are an exception with 
Frey Brothers. Their service de- 
partment has every necessary part 
required to rebuild and recondition 
these machines which are sold for 
a nice profit. . 

Frey Brothers has its own serv- 
ice department, a separate building 
a few steps from the retail store. 
One man is employed here full 
time repairing and reconditioning 
appliances in the shop. Two men 
deliver and install washers and re- 
frigerators and do whatever serv- 
icing can be handled on the spot. 

The store has an unusual ar- 
rangement for servicing its Frigi- 
daires. The man in charge of these 





repairs works independently at 
home. He pays a small monthly 
charge for telephone calls and office 
routine handled for him at the 
store. Another man, Harry Wiese, 
recently completed a_ two-weeks’ 
course at the Bendix school. Over 
400 Bendix machines are installed 
in Michigan City and Wiese will 
service these. 

“You must have a service man 
you can count on,” declares Harry 
Frey, “and he must be virtually 
your own. He can’t have any ambi- 
tion of becoming a dealer and he 
must stay out of the merchandising 
end.” 

This does not mean that a dealer 
must have a full-time service man. 
Frey Brothers has advertised suc- 
cessfully when it wanted extra 
part-time men. Good mechanical 
skill is the most important qualifi- 








cation. Highly technical knowledge 
is not important. 


TWO TRAFFIC BUILDERS 


FREY Brothers has turned the 
service. department into a traffic 
builder with the sale of washer rolls 
and V-belts. The service department 
is equipped to cut washer rolls to 
size, so any appliance owner can 
drive in with his old roll and have 
a new one cut while he waits. The 
V-belts are stocked in such volume 
that they can be sold for appliances 
and industrial uses, both wholesale 
and retail. The service department 
also carries a large supply of hose. 

Another outstanding traffic build- 
er is tank refills of Philgas. Most 
Philgas owners drive in for a tank 
refill about every 20 days. This item 
alone brings in approximately $500 
per month. Most of the Philgas in- 


APPLIANCE section of the store has ample room for consumer traffic and display of all major 
appliances. 








SALESMAN Ronald Johnson explains the advantage of this particular refrigerator, left, to Mr. and Mrs. 
William Sibbe. Closeup of a complete sink-cabinet unit, right, carried by Frey Brothers. 
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FREY Brothers, left to right, Harry W. Frey, vice president; Wayne G. Frey, President, and 
Gaylen Frey, secretary-treasurer, in charge of appliances. 


stallations are in suburban and 
country areas. 

“This is a valuable contact and 
a continuing one,” believes Harry 
Frey. “The farmer is always doing 
something to his house — he is 
never a finished customer.” 

From a gross sales standpoint, 
Frigidaires and electric ranges, 
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Bendix washers and ironers, are 
the most important appliances at 
the Frey store. 


ADVERTISING PROGRAM 
ALWAYS a strong believer in 
advertising, Frey Brothers was the 
first retail lumber concern in the 
city to advertise to any great ex- 


tent. At first it met strong resist- 
ance among non-advertising retail] 
lumber dealers. A check of news- 
paper files disclosed that the entire 
group of dealers had not placed 
over $100 worth of advertising in 
the year when this proup protested 
the audacity of the Frey Brothers 
in advertising their wares. 

This is merely a sidelight on the 
firm’s regular advertising program. 
For almost 20 years, the concern 
has had the assistance of a local 
agency, Loran Linard & Associates, 
in planning its advertising and di- 
rect mail promotion. Appliance 
manufacturers are impressed by 
this service. Here, again, the de- 
cision in granting an appliance 
franchise may depend to some ex- 
tent on progressive ideas in this 
field. Most of the manufacturers 
prepare their own advertising and 
customarily allot a percentage to 
each dealer on the basis of unit or 
gross sales. 

Harry Frey and Loran Linard 
sit down together each week to plan 
the firm’s advertising and promo- 
tion for the succeeding week. They 
analyze their competition and keep 












1. SERVICE Department occupies a separate building a short distance from the store. 2. Every pas- 
senger on the Chicago, South Shore and South Bend line has the opportunity of seeing the Frey 
Brothers’ advertising on the rear of its own buildings. 3. Herman Volksdorf, repair man in the service 
department, is cutting a washer roll to the appropriate size. 4. Loading a sink for delivery: Lawrence 


Latoza and George Collins, head of the service department. 
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YARD superintendent J. Ford Zook, left, and 
William L. Griswold, architectural draftsman 
and estimator. 


this analysis in mind in writing 
their ads. Classifieds are run daily. 
Price is the inducement to pur- 
chase. Samples of the display ads 
are seen on these pages. 

Advertisements are written to 
appeal to the 10,000 summer resi- 
dents that swell Michigan City’s 
year-around population. Many of 
these people own fine homes and 
have been a factor in building up 
appliance sales. The service de- 
partment has done _ considerable 
business in crating and uncrating 
washers for summer residents. 

Frey Brothers have _ always 
worked closely with local banks. 
Merchant’s National, for example, 
used the Frey Brothers direct mail 
list to tell prospects how easy it 
is to secure loans for appliance pur- 
chases. 


SALESMEN REALLY SERVE 


FREY believes it has the best ap- 
pliance line in each field and ad- 
vertises that fact. 

Two appliance salesmen are 
available for evening and Sunday 
appointments. These men—Ronald 
Johnson and T. H. Pletcher—work 
on the floor alternate days, except 
on Saturday, when both work in 
the store. 

Once an appliance sale is made, 
the salesman calls at the purchas- 
er’s home at the end of 30 days 
to check on the operation of the 
unit. A surprising number of new 
prospects—friends and neighbors 
of the original purchaser—result 
from these follow-up calls. 

Storage of appliances may be a 
problem for some dealers. Frey 
recently built a storage shed 96x16; 











———at FREY BROS. 


Here NOW! The New Al steel 


Youngstown 


KITCHEN CABINETS - 


On Display. .. We Are Taking Orders for 30 Day Z 
Delivery. ; 
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All This Month... March... Is... 


OPEN HOUSE 


at Modern Equipment 


The Cabinets 
Pictured are on 
Our Floor NOW! 


@ They're All Steel with heavy 
enamel and porcelain finish. 

@ Finger-tip sliding drawers are 
silent and lined. 

@ Built-in features to meet 
every requirement for cook- 
ing. 

And of course as Michigan City's Largest Appliance Dealer our floor is full © © Come out let us show you the 
of all the newest appliances. ... We are taking orders now for deliveries soon. 10 point advantages of these 

Come out... we'll ~ looking for you. new cabinets. 


NO DOWN PAYMENT *_ EASY TERMS 


You Can Have Up to 36 Months to Pay 


MODERN EQUIPMENT, INC. 


at FREY BROS. 


West End of 10th Street Phone 780 





Bring your friends. Bring your neighbors. Bring yourself. And, above all 
bring the man of the house. He, believe it or not, will be the one to appreciate 
these new All Steel Cabinets most. 


We want you to see the new sleek cabinet sinks that make dishwashing al- 
most a pleasure... table top cabinets that act as silent butlers for your pots 
and pans ... ingenious and roomy wall cabinets .. . sliding shelves, noiseless 
drawers, linoleum lined cutlery compartments and many other features. 


These famous Youngstown units are designed to modernize ANY kitchen. 
Easily installed, they can be assembled in as simple or as super-complete an 
array as you desire. And (we want your husband to check this) for all their 
high quality they're astonishingly low in cost... “dream kitchens" anyone can 
afford. 




















in addition, it is renting a garage 








DISPLAY advertising carrying the Frey Brothers name and featuring kitchen cabinets. The ads 
often combine lumber and appliances, each one helping to sell the other. 
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STEPS TOWARD SUCCESSFUL APPLIANCE SALES 


Based on their eight years’ experience in the appliance field, Frey 


Brothers say that: 


Aggressive advertising plus adequate parking space are more im- 
portant than an uptown location. 


You must have a service man you can count on, but he does not 
need to be a skilled mechanic. 


Appliance selling requires real salesmanship. Don't expect your 
bookkeeper to sell appliances. 


You should use your own trucks for deliveries. Personal contact with 


the customer is important. 


Call on your customers in person 30 days after selling a unit. They 
will recommend many new prospects that will develop into sales. 


You should take full advantage of manufacturer aids—training, sales, 


service. 














Appliances Sold 
By Frey Brothers 
This is what Frey Brothers 


terms its "Honor Roll of Prod- 


ucts." 


The listing is on the 


firm's letterhead. 


FRIGIDAIRE 
Refrigerators 
Electric Ranges 

TIMKEN 
Oil Burners 
Water heaters 


BENDIX 
Home laundry 
lroners 
Dryers 


MAYTAG 
Washers 
lroners 
Dutch Oven ranges 
Home freezers 


YOUNGSTOWN 
Steel sinks 
Cabinets 

GARLAND 
Stoves 
Ranges 

ROPER 
Gas ranges 

PHILGAS 
Bottled gas 
Ranges 

DUOTHERM 
Oil heaters 
Water heaters 

WARM MORNING 
Coal heaters 


PREMIER 

Vacuum cleaners 
RADIOS 
V-BELTS 

Appliance and Industrial 
Refrigeration service 
Washer service 
Filter soft water service 











for this same purpose, size 30x60. 
Its service building measures 20x30. 

Nearly all major appliances are 
received in direct shipments from 
the manufacturer. Two important 
exceptions are Youngstown and 
Bendix units, which come through 
distributors. Frey used to order ap- 
pliances in carload lots and may 
once again when production picks 
up. 

The appliance division maintains 
a perpetual inventory. This con- 
sists of a card with description and 
serial number of each unit. When 
the unit is sold the card is trans- 
ferred to an alphabetical file. 

The store has on file more than 
$100,000 in back orders. These in- 
clude over 200 refrigerators, 150 
Maytag washers and $10,000 worth 
of Youngstown kitchen cabinets and 
sinks. Many of these orders have 


been on file 18 months, but experi- 
ence has shown that nearly every 
one of these is still good, a testi- 
monial to the Frey reputation for 
dependability and service. 


FAVOR MAJOR APPLIANCES 


ALTHOUGH the Freys have 
done an excellent business in major 
appliances—refrigerators, oil burn- 
ers, washing machines, vacuim 
cleaners, etc.—they are less enthu- 
siastic about small appliance: 
toasters, irons, radios, etc. 

In addition to the increasing 
competition and the large number 
of outlets handling these smaller 
appliances, there is another impor- 
tant drawback in the opinion of 
this organization: it takes about as 
much time to sell a small radio as 
a refrigerator and the net profit 
is a lot less. 

The Freys advise a dealer en- 
tering the appliance field to make 
the fullest use of the manufactur- 
er’s comprehensive helps in sales, 
service and training. The worst 
dealer, manufacturers say, is usu- 
ally the one not represented at 
these meetings. 

Appliances are a good _ year- 
around department. Spring is un- 
usually good for washers and re- 
frigerators with people marrying 
and moving. Frey Brothers have 
done an excellent Christmas busi- 
ness abetted by a lay-away plan 
starting about Thanksgiving and 
an offer to deliver Christmas eve. 





NEW storage building recently erected for appliances is 96x16. One building, in addition, of 
the premises is being used for storage also. 
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Substantial Farm Market Awaiting 





Aggressive Retail Lumber Dealers . 


Lumber, insulation, concrete are high on list of 
building materials badly needed by farmers now, 
according to speakers at Dairy Housing Conference. 


HAT THE RELATIVELY un- 

tapped farm market can mean 
to the retail lumber dealer was in- 
dicated at the recent Dairy Hous- 
ing conference at the University of 
Wisconsin, Madison. 

One of the three main topics and 
the one of greatest interest to the 
building materials dealer was Tools 
and Methods for Dairy Housing 
Construction. 

Speaking on the topic, How Do 
Structures and Barn Equipment 
Contribute to Clean Milk Produc- 
tion?, Harvey Weavers, chief of 
the dairy division of the Wisconsin 
Department of Agriculture sum- 
marized the result of a recent sur- 
vey of 1,959 Wisconsin farms 
picked at random. 


ENORMOUS MARKET AVAILABLE 

IF CONDITIONS disclosed by 
this survey are typical of other 
states (probably Wisconsin dairy 
barns are better than elsewhere), 
there is an enormous market for 
the retail lumber dealer in new and 
remodeled barns and milk houses. 

Of the 1,959 farms surveyed, 
only 312 were producing milk un- 
der good conditions; only 473 of 
the lay-outs were well planned; 
only 321 barns had adequate light; 
only 645 ventilation; only 563 prop- 
er feed storage facilities. Only 600 
had milk houses. Yet Wisconsin 
has more cows and produces more 
milk than any other state, produc- 
ing half of the nation’s cheese as 
well, 

R. A. Glaze, Weyerhaeuser Sales 
company, discussed lumber as a 
construction material at the session 
devoted to Tools and Methods for 
Dairy Housing Construction. 

“Farmers build: with lumber,” 
declared Mr. Glaze, “not because of 
sentiment, not because lumber has 
been used from time immemorial, 
nor because they are told that lum- 





\Vestern Mineral Products company 
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By H. K. Lange* 


ber production under proper man- 
agement offers a permanent source 
of building material. Cost alone 
is not the first consideration in the 
minds of the farmers. The reason 
is more fundamental. It is because 
the farmer thinks he gets the most 
value for his money.” 

Here are a few of the reasons 
why the farmer feels that way: 

1. Wood is light in weight. It is 
easily shipped and handled. 

2. Wood is easily fastened to- 
gether by using bolts, connectors, 
screws or glue. 

3. Wood is easily worked into va- 
rious shapes with ordinary skills. 

4. Wooden buildings are easily 
altered or repaired. Openings are 
cut and additions made without dif- 
ficulty. 

5. Wood makes a smooth, sanitary 
interior, holds a decorative coating 
and lends itself well to preservative 
treatments. 

6. Wood is strong for its weight. 
Pound for pound, certain of our 
common framing woods are actu- 
ally as strong and stiff in compres- 
sion or bending as fairly good steel 
and are considerably stronger than 
cast iron. In tension along the 
grain, dry birch is from one-quar- 
ter to one-half as strong as mild 
steel of the same cross section and 
only one-tenth as heavy as hickory. 

7. Wood has low heat conductiv- 
ity and makes warm buildings. 

8. Wood resists rust, acids, salt 
water and other corrosive agents. 

9. Wood has high salvage value 
compared with original cost. 

10. Wood combines well with 
other materials. 

11. Finally, there are types, spe- 
cies, sizes and qualities for a wide 
variety of uses from ornamental 
finishes to rough form work. Large 
sheets of plywood provide smooth 
finishes. With glued, laminated, 
factory-fabricated arches and 
trusses we can have more usable 





post-free interiors of barns and 
storage structures. 


CEMENT AND INSULATION 


CEMENT and insulation were 
two other building materials 
stressed by speakers. Gordon Nel- 
son, Portland Cement association, 
stressed the value of concrete mow 
floors in promoting farm safety. He 
said: 

“Concrete mow floors will not 
burn. They are a fire resistant 
barrier between inflammable ma- 
terial in the mow and the cattle 
sheltered below. The concrete mow 
floor stiffens the barn and so helps 
prevent the dairy barn from becom- 
ing a death trap during violent 
wind storms.” 

Emphasizing the value of insulat- 
ing the dairy barn, H. S. Porteus, 
Celotex corporation, said: 

“Since insulation means extra 
warmth and its use in construction 
automatically reduces the number 
of openings which produce drafts, 
the health of young animals is bet- 
ter safeguarded than is the case 
in drafty and cold buildings. . 

“Controlled temperatures are ad- 
vantageous in the protection of the 
milk itself and insulation is an 
economic necessity in such special- 
ized construction as milk coolers 
and storage rooms. Insulation 
helps to increase the life of the 
building through its contribution 
to the problem of keeping the 
building dry. It aids in preventing 
condensation, helps to control hu- 
midity and improves the operating 
efficiency of the ventilating sys- 
tem.” 

The Dairy Housing conference, 
the first of its kind, was sponsored 
by the Farm Structures division of 
the American Society of Agricul- 
tural Engineers in co-operation 
with staff members of the Univer- 
sity of Wisconsin Agricultural col- 
lege. 
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LOOKING down the porch of the company to entrance doorway to 
store section. Two display windows for smaller wares are at the 
right. The porch construction follows the mission style of the building. 


Is THERE ANY reason why a lumber and building 
products dealer should not make his store do a di- 
rect selling job to present and potential customers 
just as alert retailers have done so successfully in 
other lines? 

That is a question that has been raised by many 
lumber dealers. And it was the first question that 
James H. Martin, owner and manager of the San 
Carlos Lumber company, San Carlos, Calif., put to 
himself when he started thinking about the necessity 
for remodeling to meet changing conditions in the 
post-war years. 

His company has had a record of successful opera- 
tion for more than 20 years in this community in the 
residential section of the San Francisco Peninsula, but 
he recognized that improvement in its layout was man- 
datory. 


Starting from that point, Mr. Martin quickly came 
to the conclusion that much more than a routine, con- 
ventional remodeling job was desirable, that the store 
itself in both exterior and interior plan should ac- 
tually carry a definite merchandising load. 

“Food markets, drugstore, variety stores as well as 
other types of retail business in recent years have 
increased emphasis on the self-service features, both 
to increase sales and cope with the increasing selling 
costs in the more conventional type of store opera- 
tion,” he points. out. “In addition, the consumer has 
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STORE building of San Carlos Lumber company, San Carlos, Calif. 
Behind three windows at left is store section. To the right is set-back 
porch in front of stockroom section. 


Direct Selling 
With Self Service 


Realizing the value of self-service in 
selling building products, San Carlos 
Lumber company has re-modeled its store 
to improve this method of merchandising. 


become accustomed to self-service and often prefers it. 
There is no reason why that same principle cannot 
be applied to a large extent by the retail lumber 
business. 

“Reducing selling expense while increasing sales 
volume is even more vital to the small lumber retailer 
than to the large one because he cannot handle a large 
sales staff. Therefore, we set out to design a store 
that would give as much self-service as possible. 
Naturally, you cannot do away with salesmen to take 
care of some types of sales and to serve customers 
needing direct assistance, but there are many cate- 
gories of merchandise in a building products store 
that can be handled best by self-service.” 

Once this decision was made, the problem arose as 
to actual design and how to carry out the moderniza- 
tion program—which would involve the complete re- 
modeling of the existing building—without interfer- 
ing too much with the day-to-day business. 

The latter was solved by carrying on the necessary 
construction work by stages so as not to cause any 
close-downs. It prolonged the job and was aggravat- 
ing because of the confusion it caused, but many of 
the delays that occurred were due to the immediate 
unavailability of certain desired materials. 

Design of the building was done by members of 
the firm’s staff, and the result is far different from 
the conventional store exterior, especially of a retail 
lumber and building products store. 

California mission and ranch-type architecture was 
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chosen because of its popularity in California and its 
particular suitability to the location of the San Carlos 
Lumber company on the heavily traveled E] Camino 
Real, old King’s highway of early California days. 
Close attention was paid to following the spirit of true 
mission-type construction while adapting it to modern 
merchandising needs. 

The resulting building is a long structure roofed 
in rough-finished tile, with three wide windows along 
the front of the store section that give full view into 
the interior, and a set-back porch at the front of a 
large stock and storeroom. 


Principal rafters at each end of the building are 
round beams, curved to give an attractive slope, and 
rafter projections showing along the front of the 
building are also round beams. Facing of the store 
section front in white brick, while board-and-batten 
construction is used in the exterior wall under the 
beamed porch ceiling. Columns supporting the porch 
are sections of salvaged power poles. Palms and 
bushes are being planted to add further to the Cali- 
fornia feeling. 

The porch itself is made a display feature. Two 
individual show windows for the display of appli- 
ances, garden tools and various small items of mer- 
chandise have been built to project out onto it. It is 
also used for outdoor display of various large items as 
desired. Main entrance to the store section is directly 
from the porch. 

This store stands out as seen from the highway, 
and is set back to provide ample parking space. At 
night, through the use of interior lighting it sparkles 
particularly. The overall appearance and structural 
details in themselves offer a fertile source of ideas for 
the home-builder and the home-owner. 

In the store itself, the lumber company’s milling 
department has built and installed island counters to 
give the fullest possible display of various merchan- 
dise. Pyramid tops have been used to increase visi- 
bility. The counters are of simple, but attractive and 
effective design to make it possible for the customers 
to see and handle a varied stock of items. Wall space 
has also been used for display purposes through the 
erection of attractive shelf units. 

On the floor against the see-through windows are 
placed larger items, such as garden furniture. The 
whole interior is planned to carry out the effect of the 
interior of a ranch-type building. 

Still incomplete in final details and fixtures at the 


VIEW of the porch and its two unit show windows. Garden furni- 
ture and trash burner are displayed on the porch. 
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time of this writing, the new store has already proved 
its value as a selling tool, according to Mr. Martin. 
It has attracted much favorable attention, and brought 
in many people who have been struck by its appear- 
ance in driving past on El Camino Real. 


Its after-dark appearance has also been a material 
help. With the interior lighted by fluorescent lighting 
fixtures and judiciously placed spotlights and with 
two lighted show windows on the porch creating a cen- 
ter of interest there, many passing motorists have 
stopped for a closer look. One result has been fre- 
quent telephone calls, some from neighboring com- 
munities, by people interested in particular merchan- 
dise. Definite sales of garden furniture, for instance, 
have been consummated by such a telephone call. 

Because of the delays in completion, the self-service 
features of the store have not yet been fully worked 
out but have shown substantial selling power. One 
thing noted by Mr. Martin is that it enables the serv- 
ing of customers more efficiently during busy periods, 
and, perhaps more importantly, has definitely in- 
creased the amount of merchandise sold to the home- 
owning customers to which the San Carlos Lumber 
company largely appeals. 

“If they don’t see things, they will not buy,” Mr. 
Martin emphasizes. “The salesmen cannot possibly 
do a suggestive selling job on the same scale as full 
self-service display, particularly when he is busy serv- 
ing a number of customers.” 

Mr. Martin cites the case of one woman customer 
who came in to purchase one specific item. “She 
spent considerable time looking over all the counters. 
She selected several things, and the total sale 
amounted to several dollars. And as she was leaving, 
she told us, ‘I had no idea you had so many useful 
things that I need for my home. I am going to come 
back and spend some more time looking.’ ” 


There have been other cases like that. Mr. Martin 
does not think by any means that he has all the an- 
swers, but the results so far obtained are sufficient 
proof to him that making the store do a positive selling 
job is highly important to the small or medium-sized 
lumber and building products retailer in meeting the 
increasing competition. 


When his store is finally completed, he plans to 
tackle his yard, to modernize its layout—with par- 
ticular attention again to self-service as far as it can 
be applied. 





SECTION of interior showing island counters built by the company for 
self-service. Shelves at right give additional display space. 
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Master Merchant Matthias prepares his organization to sell new 





MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's outstanding building products re- 

tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be @ source of 
practical business ideas and inspiration to other retailers } 
in the industry. Only top-flight merchants will be fea- ' 
tured in the series, but @ sufficiently large number of 

them meet the exacting requirements so that it will teke 

many months to cover them all. 
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pane photo shows just part of the Lampson 

pany store. (Other side shown 

on front cover of magazine.) Located not 

far from the center of town and equipped 

with a parking lot, the store does a large 

over-counter business in cash sales and is a 
busy place on Saturdays. 





homes and property improvement jobs as they did before the war. 


E LEVEN YEARS ago the Lamp- 

son Lumber company, New 
Haven, Conn., adopted a merchan- 
dising program to sell new homes 
and remodeling work to consumers 
as complete “packages.” Ten years 
ago the program had hit its stride. 
Consumers and contractors both 
benefited, and the lumber com- 
pany’s sales were climbing month 
by month. Then came the war, 
and restrictions made it impracti- 
cal to continue the program. 

The program has recently been 
started again under the capable di- 
rection of E. Matthias, vice presi- 
dent of Lampson Lumber company 
and a Master Merchant of the 
Light Construction Industry. Serv- 
ing as sales manager Mr. Matthias 
sparkplugged the program to its 
original success a decade ago. 

When asked why he first started 
package selling Mr. Matthias said: 
“We were tired of waiting for cus- 
tomers to come to us. We thought 
also the prospective home owner 
would appreciate our handling the 
many details of building which 
were confusing to him. 

“The plan really helped to de- 
velop new business,” he continued. 


“Shortly after we started operat- 
ing the program our sales of re- 
modeling, repairs and new houses 
were growing larger each succeed- 
ing month. 


In 1937 we sold ap- 
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proximately 50 new houses and in- 
creased our volume on home im- 
provement and repair jobs. Many 
dealers and contractors complained 
about a summer slump that year, 
but our business continued to grow 
through the summer.” 


Known as the New Haven Hous- 
ing guild the sales program man- 
aged by Mr. Matthias was based on 
the guild system of package sell- 
ing originated by Art Hood and 
sponsored by Johns-Manville. It 
involved special training for the 
lumber yard salesmen and called 
for the cooperation of local archi- 
tects, contractors and lending agen- 
cies. As recently reorganized, the 
merchandising program will follow 
practically the same pattern as it 
did before the war: 

(a) Newspaper advertising will 
develop leads for the salesmen to 
work on. Cooperating contractors 





and satisfied customers can be de- 
pended on for additional leads. 

(b) In all except the most un- 
usual cases the salesmen can handle 
the entire sale as they are trained 
in estimating. 

(c) If the prospects have no lot 
the salesman puts a cooperating 
real estate man to work on the 
problem. 

(d) If suitable stock plans are 
not available the salesman calls in 
a cooperating architect. 

(e) The salesmen assume re- 
sponsibility for filling out and han- 
dling papers required to obtain fi- 
nancing. 

(f) The customer is permitted to 
pick his contractor if he wishes. 
If the preferred contractor is 
among those cooperating in the 
package selling plan, the job auto- 
matically goes to him. If the cus- 
tomer has no preference, the jo'is 
are allocated on a rotation basis 
among all cooperating contracto!s. 
In allocating the jobs Mr. Matthi:s 
considers location, type of work 
and how busy the various contrac- 
tors are. He checks the records 
frequently to make sure that allo- 
cation of the jobs to contractors re- 
mains on an absolutely equitable 
basis. 

(g) When the job is sold and tlie 
contractor selected he signs «1 
agreement, which becomes a Coil- 
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are displayed on the firm’s trucks. 


tract between the contractor and 
the consumer. 

Unification of all service and ma- 
terial factors involved in building 
is a distinct advantage to the con- 
sumer and makes it easier for him 
to buy the finished products of the 
industry. At the same time the 
Lampson Lumber company bene- 
fitted by increasing sales and avoid- 
ing extreme seasonal sales slumps. 
sut how about the contractor? 
How did he fare under the coopera- 
tive arrangement? The best an- 
swer to that is to quote a couple 
of contractors who have worked 
with Mr. Matthias. 

“With the lumber yard salesmen 
on the job,” said one, “I don’t have 
to worry about selling and spend 
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VIEW of part of the yard. 






ILDING PRopUCTS MERCHANDISER, August 30, 1947 




















SEASONAL merchandising signs designed by the Northeastern Retail Lumbermen’s association 
This one built business when it was used early this 
summer. 


time which should be put into 
building. I like this system be- 
cause it gives me plenty of jobs I 
couldn’t get otherwise.” 

Another contractor cooperating 
in the program said: “I’ve made a 
profit on every job I’ve done under 
this system. Every contractor do- 
ing good work should operate that 
way.” 

One contractor said he had never 
made a profit from property im- 
provement jobs when he had to 
spend time selling them and con- 
tend with competitive bids. Under 
the New Haven Housing guild, how- 
ever, he made a nice income from 
that type of work. 

However, the best proof that the 
package selling system achieved 









If You Contemplate 
BUILDING A HOME 
In The Near Future 





Please feel free to. consult us. Now 
that materials are available—let us 
help you plan your future home. Our 
experience and many years in the 
building field will prove helpful—and 
remember inquiries incur no obliga- 
tion at Lampson's. 





Call for Information 


The TAMPSON 


UMBER (0 








167 WATER ST. Tel. 8-5191 















NEWSPAPER ads like this are a refreshing 

change from the lean years of war and post- 

war shortages. Such ads develop inquiries 

and leads for outside salesmen. The selling 

staff is not as large as it was in prewar 

years but will be expandd as conditions 
warrant. 


satisfactory results is that it has 
been started again after the war- 
time lapse. With Master Merchant 
Matthias in the sales management 
spot it is expected to go far. Mr. 
Matthias follows three rules which 
he believes essential to successful 
package selling: 


1. Remember that personnel is 
vital to the operation of the busi- 
ness. Men must be adequately 
trained in selling and estimating 
by manufacturers, associations, 
reading, etc. 


2. Handle products whose brand 
names are well known and adver- 
tised. 


3. Watch credits and know costs. 


The company is noted for its friendly employees, and personal service 
is extended to small customers as well as large. 
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MODERN store of the Home Builders Supply company. 


MODERN MISSISSIPPI STORE 


NE OF THE first modern retail lumber and 

building products stores in Mississippi is the 
Home Builders Supply company, Jackson, managed by 
Russell E. Hobgood. 

The building, floor plan and display fixtures are de- 
signed to a great extent around ideas taken from the 
AMERICAN LUMBERMAN. Pictures on these pages 
show the store building, the floor plan and some of 
the interior displays and counters. 

Built on concrete foundations, the building has 
steel I-Beam, roof suspension and wood framing. 
The floors are concrete slab and asphalt tile, and 
there is white sandfinished plaster used in the sales- 
room. The offices of the store are paneled in vari- _ 
ous materials, displaying actual samples of different 
building materials. At the rear of the store are the 
lumber sheds. 

Of special interest are the displays built around 
the steel columns which the customers must pass to 
reach the sales counter. Other customer attractions 
are the plan books within easy access on the paint 
counter. 


Pi. aka 


PliATrS 








BOOKKEEPING and billing department has a circular counter built of 
masonite with a 3% inch masonite top. 




















ROOFING display on the wall of architectural plan service office. SPECIAL millwork and cabinet corner. The exterior wall of a private 
Siding display is on lower left of door. office is used for this assembly. 
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rivate LINOLEUM and asphalt tile display stand, left, using full rolls for display. Wax, cleaners, polishes 


and brush display, right, worked in between the two linoleum stands. 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 















Making More and Bigger Sales 


Satisfied customers and alert salesmen 
add up to increased business and income. 


HE CREATIVE salesman is a 
real business builder. He is 
never satisfied with mere order-tak- 
ing or closing only the easy sales. 
He is constantly striving to in- 
crease his sales volume and his in- 
come, thereby benefitting both him- 
self and his company. 

There are two ways he can do 
this. One is to sell more custom- 
ers. The other is to increase the 
size of each sale. 

Experienced creative salesmen 
have learned the hard way how to 
sell more customers. Part of their 
secret, of course, lies in harder 
work—making more calls and bet- 
ter organizing their time. But they 
have also learned a definite tech- 
nique that can “make each sale lead 
to four more.” This technique to 
secure more customers can easily 
be practiced by the beginner. 

To illustrate, let’s assume that 
you have closed a sale of a house 
remodeling job, and the work is 
proceeding satisfactorily toward its 
completion. At this point you are 
in a strong position to make more 
sales, so resist the temptation to 
take it easy after closing a nice 
sale—and get to work. You can 
build four additional sales on the 
strength of that one sale—and at 
least three of them offer immediate 
opportunities. 

1. Sell a neighbor. You can be 
sure that the neighbors of your 
customer have noticed the delivery 
of the materials, the arrival of 
workmen, and are burning with 
curiosity to know what is going on. 
Perhaps your customer has talked 
about the job to some of her neigh- 
bors. In any event there will be 
plenty of interest in the block. 
Some of the neighbors need simi- 
lar improvements in their homes, 
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and all of them have the basic hu- 
man urge to “keep up with the 
Joneses.” So call on the neighbors. 
Take them to the job for a first- 
hand view. Analyze their needs— 
and sell them. This should be good 
for at least one, and maybe more, 
additional sales in the same neigh- 
borhood. 

2. Sell an unelosed prospect. 
Chances are that you have been 
trying to sell similar jobs to pros- 
pects in other parts of your terri- 
tory. If you have a good prospect 
that you have never been able to 
close, bring him to see the job. 
Chances are he will be interested, 
and the occasion will give you an- 
other excellent opportunity to close 
the sale. 

3. Sell a relative or friend of 
your customer. Don’t hesitate to 
ask your customer if she can sug- 


gest a relative or friend who would 
like to have similar improvements 
in her home. You'll be surprised 
how often you can get the names 
of good prospects this way. 

4. Sell another job to the same 
customer. This might or might 
not offer an immediate opportunity, 
depending entirely on the circum- 
stances. At any rate you have a 
good chance to get repeat business 
in the future. You should make 
it a practice to call on old custom- 
ers from time to time. Make them 
friendly calls but always have some 
specific item to suggest. 


LARGER SALES 


EXPERIENCED creative sales- 
men don’t overload their customers. 
They don’t sell more to an indi- 
vidual than his maximum economic 

(Continued on Page 70) 








a sale? 
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sumer selling? 





QUIZ FOR SALESMEN — LESSON 18 


|. In what two ways can you increase your sales volume? 


2. Will better organization of your time and making more calls help 
you to obtain more customers? 


3. What four additional sales opportunities are created when you make 


Why are neighbors of your customer good prospects? 

Should you ask your customer for the names of other prospects? 
What is meant by “building a sale higher, wider and thicker?” 
Why is it to your advantage to know the financial status of your 


8. Why should you analyze your customer's needs before attempting 
to increase the size of the sale? 


9. Name six specific ways in which you can increase the size of a sale. 
10. Do you understand the advantages of a time payment plan in con- 
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DON’T WRITE A BOOK! If it’s free publicity you 
want, you can have it... if you remember one thing. 
No editor has time to read long, wordy stories—cut them 
—and boil them down. Release as many stories to your 
local newspapers as you like—but when you do, always 
condense them into one or two short, fast-reading, newsy 
paragraphs. Long releases land in the waste basket. 
Short ones break into print, and free publicity for you! 


SOME THINGS ARE CATCHING! Employees 
take their cues from you. If you’re in too much of a 
hurry to bother with them, they may be afraid to 
bother you. If you show strain or excitement, they 
get rattled and confused. If you’re short with them 
—even though you don’t mean to be—they’ll be short 
with your customers. 

MORAL: Moods—like measles—are very ‘“catch- 
ing.” So set the pace for the rest of your staff—by 
generating the same poise and enthusiasm in your 
relations with them as you do in your relations with 
customers. There are times when it may take the 
patience of a saint, but the pay-off (to you) is more 
than worth it. 


SMART DEALER! SMART INVESTMENT! There’s no 
limit to the good will a dealer can build up if he invests 
even a little time in civic endeavors that have nothing 
to do with his self interests. So look around you for a 
community problem in urgent need of solving. 

It may be juvenile delinquency or it may be the need 
for better hospitals—but whatever it is, plunge into it 
and forget that it has no immediate bearing on your own 
business. 

The business man who does an unselfish job makes 
new friends, gains new respect and stature in his commu- 
nity. The business man who contributes his time and 
money “for selfish reasons only” is recognized for what 
he is—the kind of man who “plays politics” and is, there- 
fore, not to be cultivated. 


COPY CLINIC: Here’s one way to tell if your ad- 
vertising is on the well-known “beam.” Before run- 
ning an ad—any ad—cover up everything but the 
headline; then forget you have ever seen the ad and 
take a good hard, critical look at the headline. 

Is it a general headline such as, “A WISE, ECO- 
NOMICAL BUY”... the kind of headline that might 
apply to any product from a bottle of hand lotion to a 
washing machine or a new car? Is it the kind of 
headline that could run over anybody’s signature? Or 
is it a headline that makes no mistake what your ad 
is about, a headline that makes your advertising dis- 
tinctively yours? 

Remember, your key to big readership and returns 
is a sharp, informative headline that stops people, 
makes them want to read further! 

If your headlines use tired words that are too gen- 





By Norm Advertising, Inc. 
New York, N. Y. 
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eral, they’re not going to excite anybody. If they 
work equally well for any product from a toaster to a 
television set, then you’re doing a job for your com- 
petitors. If your headlines shout about the specialized 
service and products you have to offer, then your 
advertising will do a job for you! 


ALL ADVERTISERS, PLEASE NOTE! If you’re going 
to tell your story, tell it fast! Never repeat your headline 
thought in your opening sentences. And never start off 
with an introduction. Start off your copy where your 
headline leaves off. Good ad writing never “spars around.” 
It delivers the knock-out blow—the sales point that 
clinches your sale—right up in the very first sentence 
under your headline! 


COMPARISON SHOPPING: Isn’t there some spe- 

cial store you particularly like to shop in yourself? 
. a store where you’re always welcomed cordially, 

treated kindly . . . a place where people go out of their 
way to serve you without any prompting from you? 

Behind that warm friendly atmosphere, there’s a 
secret . . . a secret every dealer can profitably adapt 
to his own business. Nine times out of ten, stores 
that make you want to return are managed by the 
kind of man who makes his sales people feel they’re 
working WITH him, not for him! 

Consequently there’s no hidden antagonism, no sim- 
mering resentment, no strain just waiting to take 
itself out on the nearest customer. Instead, the sales 
people want to help their customers because above all 
they like and want to help their boss! 


HALF THE JOB OF SELLING is creating enthusiasm 
for the thing you have to sell. That’s why it’s so vital 
to your success to make sure your employees are sincerely 
sold on your company, your products and the kind of job 
you are trying to do. 


Only when they are as sold on these things as you are 
can they communicate your enthusiasm to your customers. 
And that spontaneous belief in the thing one has to sell 
carries with it a lot of conviction ... the kind of con- 
viction that makes the customer want to buy. 


GET IT RIGHT THE FIRST TIME! In a hectic 
rush of business, it’s easy to dismiss an employee be- 
fore he clearly understands your instructions. Don’t! 
Even if customers are piling up and you have to let 
the phone keep ringing a few seconds longer, make 
sure people under you—particularly young, inexperi- 
enced people—fully understand what it is you want 
them to say and do. 

Otherwise, they rush off half-cocked and cause you 
trouble . . . expensive trouble that may take half a 
dozen phone calls or personal letters to straighten out. 
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BED ROOM 


21-O X 10-9 

Complete working blueprints and specifica- up (Ty 

tions of any house design published in this TC] : 

magazine are now available at $5 per sef. 

Two sets of plans for the same house are $8, CL 

three sets $10, four sets $12 when ordered 

at the same time. All the blueprints are in BATH 

@ convenient 12x18 inch size and meet all 

FHA requirements. Please order plans b 

number, enclosing payment and address te LIINeN NU RS ERY SUN DECK 

American Lumberman & Building Products i-6@ X 9.0 

Merchandiser, 139 North Clark street, Chi- 
cago 2, Ill. 
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Are you tired of taking what you get, 
whether or not it meets your needs? Of placing 
your order and then waiting and waiting for shipment? 

Let Kentwood handle your orders! Kentwood is really organized to give you 
service—to supply you with the kind of lumber you want—when you want it. 

Kentwood is set up to follow through on your orders. Our Service Men or 
Expediters are in close, constant touch with the progress of your order. They 
work right with the mills to see that the lumber that goes into your car is really 
suited to your requirements. They see the stock sawn, dried, dressed, run to 
pattern, graded, loaded in the car—on time to meet your needs. 


The man in charge of our customer service was formerly an official of the 





Southern Pine Inspection Bureau—and can not only step in and help or train a 
grader, but can assist with any production problem. Our objective is to render 
a real service both to our customers and the mills we work with. 





Let us demonstrate how well Kentwood Service will please you. 


SOUTHERN PINE @ SOUTHERN HARDWOODS @ WHOLESALE 














0) [ T. B. Richardson, Pres. Of ices: First Nat'l Bank Bldg. Phone 4-869! 





HAM «- ALABAMA 





CS 


DEPENDABLE - ACCURATE 


STURDY and dependable. Strongly built for 





long service, Without excessive weight for 
easy set-up and moving. Designed for accu- 
rate, fast, economical operation. Quick, con- 
venient, positive action of Setting Device. Lane 
Mills to meet varied requirements. Write for 


particulars. 


LANE 
TRACTOR SAW MILL 
3-Section, Portable Bed 
Log-Beam Setting Device 


MANUFACTURING COMPANY 
MONTPELIER, VERMONT 
TSS Ta eae RE « 
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ABOUT GOV’T HOUSING: The Congressional 


housing investigation, to be conducted by a joint 
Senate-House committee, started with a series of 
inter-committee battles, something that doesn't 
promise too well. There seems to be a sharp divi- 
sion within the committee, for and against the 
T-E-W type of legislation; and it’s a fair guess that 
the two wings of the group will each try to find sup- 
porting testimony for its own position. One objec- 
tion of the industry to the T-E-W type of legislation 
is the belief, based upon war experience, that this 
outside control provides pockets and blind corners 
for the many types of semi-rackets which add to the 
final costs and which damage the industry's repu- 
tation. Under public control, competition has little 
chance to do its cleansing, price restraining job. 


DISTRIBUTION: This stuff is more than current 


news. It’s background for the most important 
changes likely to happen to the industry in this gen- 
eration. American business has and deserves a 
world-wide reputation for production efficiency. 
But production is putting a heavy strain upon dis- 
tribution. This doesn't point to any of the shotgun 
cures, such as the old battle cry, “cut out the middle- 
man.” Distribution means not only finding and 
serving customers; it means also the moving of 
goods through efficient channels, all the way from 
the sources of raw materials to the final user of the 
completed article. 


MARKETING COSTS: A prewar study indicated 


that out of every dollar spent on goods 59 cents 
went for distribution costs. This is one reason why 
the public, quite badly advised as this industry sees 
it, is trifling with the idea of government controls 
and operation. It is the urge behind the co-opera- 
tives. The new distribution formulas will not be 
aimed at any one sector of the industry, will not be 
intended to “destroy” anybody. But the huge and 
highly engineered U. S. production capacity calls 
for distribution of equally professionalized quality. 


THE BIG WOODS: Reports from the Pacific North- 


west are that the lumber market “has reversed itself 
in a hurry. It's hotter than a firecracker.’’ That 
whole country says Jimmie Austin, this journal's 
N. W. top loader, is swamped with logs. Everything 
tends toward continued high production. Every- 
thing except one; and that’s cars. Water rates are 
high, and cargo shipping space is scarce. Some 
mills with plenty of logs and labor may have to 
close for lack of cars. Freight rates are expected to 
advance. So lumber prices, too, seem to have 
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reached that high plateau. One highly efficient op- 
erating company reports that logging costs from 
stump to mill, but not including the value of the 
standing timber, are running above $31 a thousand. 
“Cheap lumber”’ isn't in sight. 


FOREIGN STUFF: Nobody seems to agree about 


foreign affairs, except that they’re highly important 
to American business. Britain, negotiating for modi- 
fication of American loan terms, is said to be facing 
serious conditions is reducing purchases in U. S. 
markets. Some other countries, low on dollar ex- 
change, are following along, so the volume of U. S. 
exports is off, and this is beginning to show up in 
U. S. unemployment. Not serious as yet, but going 
the wrong way. Note the split opinion, as reflected 
by two sectors of the American market: commodiiy 
prices, bolstered by home demand, continue high, 
indicating optimism about the market future. Wall 
Street prices of industrial stocks, in the face of huge 
corporation profits are, at the moment, sluggish, 
indicating pessimism about foreign doings. Cor- 
poration investors are highly sensitive to the state 
of the world market. 





PRICE INVESTIGATIONS: Don't expect the numer- 


ous cost-of-living investigations to bring prices 
down, at least not soon. There’s earnest purpose to 
be found among certain of the investigators, but 
there's also defensive politics abroad. Each ma- 
jor party is taking account of public resentment over 
high prices, wants to make medicine to prove that 
some other cat ate the canary. Certain labor leaders 
have demanded a rollback of prices and restoration 
of price controls. The leaders don't expect to get 
these things; but the demand is pretty dramatic and 
may soften up the situation for additional wage de- 
mands. 





BUILDING COSTS: The industry has come to the 


tentative conclusion that prices of building mate- 
rials and of construction labor have reached that 
much talked about plateau where costs will not 
swing violently up or down. It's said to be much 
easier now to get firm price commitments, both in 
heavy and in light construction. The conviction 
seems to be reaching the public that houses at the 
moment, compared with other purchases, are a good 
buy. Fact is, of course, that high prices of construc- 
tion, like prices of other highly complex articles, run 
all the way back to raw materials. No one element 
in the industry has much control over the final 
figures. 
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Me, Too! 

66 JCH NATIONAL advertising 

is wasted on me because I 
don’t know where to purchase the 
merchandise,” complains Wm. 
Feather in one of his publications. 
“*Sold at better stores’ is mean- 
ingless. The advertisers should be 
more specific.” 

To which we agree. Nothing is 
more exasperating than not know- 
ing where to go for the merchan- 
dise except being told where to go 
and then running into a blind alley 
as we did a few days ago when we 
read an advertisement that com- 
pletely sold us on the product. Best 
of all we were given the names of 
firms in the city where it could be 
obtained. However, that’s where 
our interest was promptly killed. 
None of the concerns contacted 
knew much about the product. Few 
appeared to care whether they made 
a sale or not. We decided the 
sellers’ market was still on and 
postponed further negotiations 
until a later day. 

%* * * 


Opportunity is usually another 
name for hard work, which no 
doubt accounts for the fact that 
So few respond to the well-known 
knock on the door. 


* * * 
More to the Point 

HE OFFICES had been torn 
up for months while super- 
deliberate workmen took their time 
completing the job. “Business go- 
ing on as usual during alterations,” 
said the sign. Eventually the weary 
office wit changed the position of 
the first and last words, making it 
read: “Alterations going on as 

usual during business.” 

* 
The good talker isn’t always the 


best salesman. Often he is out- 
sold by a good listener. 


* * * 


$2 Million Per M 

T HE CONTRACTOR had just 
returned from an inspection 

trip on a project in China. 
“My hotel bill at the last place 
I stopped was a little over one mil- 
lion dollars, Chinese,” he said. “In- 
come of the average family is from 
$300,000 to $500,000 per year. All 
of which is nothing, however, when 
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you realize that one American dol- 
lar gets you 23,000 Chinese dol- 
lars. A million dollar annual in- 
come actually is less than $50. Our 
$100 lumber would be something 
like $2 million per thousand feet! 
I’m still dizzy from juggling big 
figures.” 
* * * 

“Don’t lose your ‘sylph’ respect,” 

says the ad of a New York beauty 

parlor. Apparently the Anti-Pun- 

sters are not regarded as worth- 

while prospects. 


* * 


Thumbs Down 


HILE WE are on the subject, 
here are some of the things 
that the public does not like in ad- 
vertising, as revealed in a survey 
made by Macfadden Publications, 
Inc.: (1) Extravagant and mislead- 
ing statements and claims; (2) bill- 
boards which distract from views; 
(3) postwar “dream model” adver- 
tising; (4) advertising which has 
too much reading matter; (5) 
amount of time devoted to radio 
commercials; (6) singing commer- 
cials, annoying commercials, etc. 
* * S 


Rush Shipment Just the Same 

66 HE DOUGLAS FIR is not a 

fir, and the tree’s scientific 
name doesn’t tell what the tree is, 
but what it isn’t,” according to a 
clipping we received recently. “The 
name ‘Pseudotsuga Taxifolia,’ 
means ‘imitation hemlock with yew 
leaves.’ It is also commonly called 
Douglas spruce, and many lumber- 
men sell it as Oregon pine.” 


“ “ 
w w 


Resistance to change isn’t worth 
what it costs in time and effort. 
* * * 

Worth Reading 

ORTUNE MAGAZINE’S lead 
article in the August issue is 
titled: The Industry Capitalism 
Forgot. It’s about the home build- 
ing industry and is worth reading, 
whether you agree with all the con- 
clusions or not. 

Significant subhead: “Only ma- 
jor money and modern organization, 
plus brains, will ever rescue the 
house building business from its 
feudal controls and its chronic in- 
competence.” 

Assuredly it’s something to think 
about. 
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The Disappearing Bank Account 
OME OF THE dollars that 
made up the bulging bank ac- 
count of a year ago already have 
found their way into bins and ware- 
houses filled to varying degrees 
with mighty high priced merchan- 
dise. Others are tucked away be- 
tween the covers of rapidly thick- 
ening ledgers where they often 
cling with disconcerting tenacity. 
Getting rid of the merchandise still 
is comparatively easy but keeping 
ledgers thin will become more and 
more difficult as time goes on. Lum- 
ber dealers will have reached the 
first milepost on the road to the 
competition of tomorrow when they 
sidle up to their banker and bor- 
row money for the first time in 
many a moon. 





* *% 


Invariably your own faults look as 
big to the fellow you criticize as 
his do to you. 


* * 


Worries Are Often Useless 
ODAY’S PROBLEMS, of which 
there appear to be many, may 
not all turn out to be as serious as 
they seem. It reminds us of Jack 
Dionne’s story of the stranger who 
was standing on the platform of a 
small town railroad station when 
the Northern express flashed past. 
Into the whirl of dust raised by the 
train leaped the station-master’s 
dog, and tore madly up the track 
in pursuit. 

“Does your dog always chase the 
trains?” asked the stranger. 

“Yes, sir,” said the station-mas- 
ter, “he chases every train that 
goes through here.” 

“Why do you suppose he doves 
it?” asked the stranger. 

“That ain’t what worries me,” 
said the station-master. ‘What 
worries me is, what’s he going to 
do with it if he ever catches it?” 

x * 


One for Your Memory Book 

LUMBER DEALER who re- 

cently paid $19,000 for a fair- 
ly good country lumber yard (with 
practically no stock in it) bought 
a carload of plywood about the same 
time to be divided among three of 
his yards. The car of plywood cost 
him $22,000. 
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| EASY TO SELL 
because 


IT’S HARD TO LOSE! 





The New Tarp With Your 
CUSTOMER’S NAME On It! 


Here’s new sales appeal to win new 
customers for you! Your customer can get 
his name on his tough, all-weather Fulton, 
to protect it from loss and theft! This val- 
vable new service, by Fulton, is no trouble 
or expense to you. 


Fulton is made double-easy to sell, 
bright-colored reinforcements that give 
triple strength at points of strain, 
and every thread of the tough canvas 
is pressure impregnated with Fulton's 
exclusive weather and mildew treat- 
ment. The distinctive eye-catching and 
long service features of these new 
tarps win new customers for you 
wherever they go... There’s no other 
tarp like it. 





Free Advertising Helps 


Write today for full details on this new merchandising plan 
which is making history in tarpaulin sales. Get the profitable 
dealership in your community for Fulton Tarps —there’s a 
size for every use, a thousand uses for every size. 
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. .. and that's about all that was 
left after the recent serious fire at 
our Lincoln Lumber Company mill. 
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FHE DIXON 
INDUSTRIES 


supply of lumber is a bit short 
right now, BUT our Lincoln plant 
will be supplying our manufactur- 
ing requirements again soon. In 
the meantime, our 


EXCHANGE.LUMBER & MFG. CO. 
and 
WESTERN PINE MFG. CO. 


plants at Spokane are working at 
top capacity to keep our regular 
customers well supplied with the 
famous high-quality Dixon mate- 
rials. 











FULTON BAG & COTTON MILLS 


Manufacturers Since 1870 
St. Louis Dallas 
Atlanta Minneapolis 


Kansas City, Kans 
New York 


New Orleans 
Denver 
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THE DIXON INDUSTRIES 


GRANT DIXON SPOKANE 


President 


HAL R. DIXON 


Treas.-Manager 








Western. Pine Assn. 
Ponderosa Pine Woodwork. 

YY National Door Mfvs.Assn. 
Yff Y yy y, National Wooden Box Assn. 
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Savogran Sales Helps 


A new kind of sales help for 
dealers of Savogran products is 
an attractive, attention-compelling 
laminated adhesive cellulose strip 


REMOVER 
EREATHES 


SAVOGRAN PRODUCTS“ 


for shelf edges. These strips, with 
Savogran Products printed in red 
and white between two layers of 
34 inch cellulose tape, make use of 
otherwise unused space to remind 
customers of the products. They 
also help the dealer to concentrate 
all products in one department. For 
information about these strips and 
about Savogran products, write 
Savogran company, Dept. AL&- 
BPM, Boston, Mass. 


Faucet Counter Display 


A colorful counter and window 
display for retailers of faucets has 
been announced. The display, in 





, rare of 









shades of pink and _ blue-green, 
mounts three of the Streamluxe 
faucets, two ledge-type and one 
wall-type combination swing spout. 
It is made of heavy cardboard and 
is said to be easily erected and 
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durable. For further information 
about the display and the faucets 
write Barnes Manufacturing com- 
pany, Dept. AL&BPM, Mansfield, 
Ohio. 


Hydraulic Leveling Platform 


This hydraulic leveling platform 
has been designed to level sheets 
or other material. The loaded skid 
may be delivered by electric truck 
because it and the load, it is said, 
may be driven over the platform 
when completely lowered to floor 
level. The platform is actuated by 
hydraulic power electrically gen- 
erated and controlled. Capacity 
is 2,000 pounds, load and skid. The 
elevation is 30 inches above floor 





line, platform is 40x65 inches. This 
hydraulic platform is capable of in- 
stallation on the ground or on any 
upper floor. For further informa- 
tion write General Sales & Engi- 
neering company, Dept. AL&BPM, 
7358 N. Clark street, Chicago 26, 
Ill. 


Steel Wall Plugs 


Bostwick Steel Lath company 
has resumed production of its wall 
plugs, and is now turning out these 
items in limited quantities. Made 
of corrosion-resisting, heavy gauge 
galvanized steel, Bostwick wall 
plugs hold furring, door frames, 
window frames, cleats for fixtures 
—anything that may be nailed se- 
curely to a masonry wall. They’re 
closed at the side with a clincher 








BALES AIDS - LMERATURE 


seam, so that the nail gets the full 
squeeze; thus, the wall plugs 
tightly grip a nail or a long wood 
screw, partly driven, partly 


~ 


io Mle a 


ua 


screwed. It is said mortar can’t 
enter the sides to harden and pre- 
vent tight gripping. The wall 
plugs are 214x3 inches, packed 250 
in the carton. For further infor- 
mation write Bostwick Steel Lath 
company,. Dept. AL&BPM, Niles, 
Ohio. 


New Plastic Window Material 


Arvey corporation announces the 
marketing of two new all-purpose 
flexible window materials—R-V- 
Lite 200-P and R-V-Lite 300-W. 
Both the plastic reinforced and 
wire reinforced window materials 
are transparent, flexible and said 
to be completely weatherproof. 
Uses include poultry houses, base- 
ments, attics, summer kitchens, sun 
porches, workshops and garages, 
skylights, hot and cold bed frames, 
animal buildings and storm win- 
dows and doors. All are said to ad- 
mit over 60 per cent of the sun’s 
vitamin D. Can be installed with a 
pair of scissors, a few wood strips 
and nails. An advertising and sales 
promotion program, keynoted by 
the slogan Now We Are Three \ias 
been planned to bring the new prod- 
ucts to consumer attention. Point- 
of-sale and other dealer. helps will 
be used. For more complete infor- 


August 30, 1947, AMERICAN LUMBERMAN “& 


NO 
stri 
tior 
tes’ 
to 

ope 














SUT 


Ug 


full 
lugs 
700d 
rtly 


een 
won 
an’t 
pre- 
wall 
250 
for- 
sath 


iles, 


al 


the 
DOSE 
t-V- 
)-W. 
and 
‘ials 
said 
OL rf. 
ase- 
sun 
ves, 
nes, 
vin- 
ad- 
an’s 
th a 
rips 
ales 

by 
has 
“ad- 
int- 
will 
for- 








The new Bradley Electronic Moisture Meter eliminates 

TOO aA UCH the drawbacks of other instruments of less advanced 
design. There are no galvanometer dials with delicate 

aa Oo : 7 T U R ia 9 unstable needles. There are no tables of figures to 
a consult and interpret. There are no moving parts ex- 


cept a manually operated pointer which the operator 


NOW, you can answer this question before sets at a predetermined figure. A little danger light 
structures warp and paint peels off. Revolu- flashes if the moisture is in excess of that figure. Hun- 
tionary scientific instrument reduces moisture dreds of pieces can be tested in a matter of minutes. 
testing of lumber and other building materials Exact moisture percentages are quickly ascertained. 
to rapid, inexpensive and simplest possible The same instrument also tests plaster, brick, cinder 
operation. block, gypsum block and concrete. 





The most damaging moisture is that beneath 
the surface not readily ascertained by super- 
ficial examination. Our meter is equipped 
with sharp needle electrodes that penetrate 
into the danger area and transmit their 
findings to the instrument indicator. 


PRICE: $47.50 new vork 


(Price subject to change without notice) 


write today 


L. R. BRADLEY & COMPANY 


25 West 45th St. — NEW YORK 19, N.Y. 
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GOLDEN ANNIVERSARY 
1895-1947 


NATIONAL HARDWOOD LUMBER ASSOCIATION 
FIFTIETH ANNUAL MEETING 
Congress Hotel — Chicago, Ill., September 18-19, 1947 





The hardwood trade, after fifty years of self-government in achieving universally recognized grad- 
ing standards and trade practices, looks forward to greater opportunities for service in the years to 
come. 


If you are eligible for membership and not identified with your industry, send in your application 
and come to the convention as a member, Active or Associate. 


Program of informative, constructive and inspirational value. 
Speakers of nation-wide prominence. 
Rules Committee Proposals for consideration and action. 
Banquet and entertainment. Members’ wives invited. 


NATIONAL HARDWOOD LUMBER ASSOCIATION 


59 East Van Buren Street — Chicago 5, Illinois 


GEORGE H. HENDERSON, President JOHN W. McCLURE, Secretary-Manager 
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ONE DEALER WE KNOW 
Does an Annual Volume 


of 
$200,000.00 
On PLYWOOD Alone! 
He Finds 


SELECTION OF THE RIGHT 
PLYWOOD FOR THE JOB 


Means 


® More Satisfied Customers 
e More Sales and Profits 


He Does This by 


STOCKING a SELECTION 
of All These Plywoods 
Now Available 


BIRCH @ MAPLE 
YELLOW PINE 
POPLAR © GUM 
MAHOGANY 
WALNUT @ OAK 


We Can Now Reveal 
How It Is Done! 


WRITE TODAY 


For Illustrated Folder on 


A PLYWOOD CENTER 
For Your City 


Address Inquiries to: 


AETNA 
Plywood and Veneer 





Company 
1732 Elston Avenue 
Chicago 22, Illinois 


Phone 
ARMitage 7100 


Teletype 
CG 305 


Write for latest Teleply Ticker price list. 
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mation and a sample of the new 
materials write Arvey corporation, 
Dept. ALB&PM, 3462 N. Kimball 
avenue, Chicago 18, II. 


New York Railroad Map 


A new map showing railroad 
lines and stations in New York 
state has been published by the 
New York State Department of 
Commerce. Intended to be of in- 
terest to shippers, the map will be 
of great assistance in dealing with 
transportation problems. Forty 
railroads and more than 7,000 miles 
of track are shown. Leased lines 
and trackage rights are indicated 
as well as terminal and junction 
points. Also included is a table 
giving railroad distances between 
New York state cities. Free copies 
of the map may be obtained from 
the New York State Department of 
Commerce, 112 State street, Al- 
bany 7, New York. 


Vertical Sash Balance 


A new vertical sash balance for 
double hung sash to be sold under 
the trade name Hidalift in a wide 











vaiiety of sizes is announced. One 
of the featues is its concealment 
with nothing to mar the architec- 
tural beauty of the window. Other 
features include a spring sealed in 


the tubing to prevent wear caused 
by dust; a tension which is easily 
adjusted without special tools; a 
specially designed non-slip clutch 
which is said to hold the window in 
continuously perfect balance after 
the tension is adjusted. It can be 
used in new construction or in 
homes already built. Two screws 
and a few turns on the tension are 
said to complete the installation in 
a grooved sash. It may be attached 
directly to the studding if no jambs 
are present. For further informa- 
tion write Turner & Seymour Man- 
ufacturing company, Dept. AL&- 
BPM, Torrington, Conn. 


Simple-Simon Band Saw 


The new model “80” Simple- 
Simon Band saw is being an- 
nounced. Thirty-seven inches high 
and 22% inches wide, the new saw 
features double ball bearing sus- 
pension of each wheel with lifetime 





grease seals. Hardened, adjustable 
roller guides are said to offer years 
of trouble-free service. Guard over 
blade is provided for safety and the 
saw body is heavy ribbed of high 
tensile aluminum—rigid, but light 
and _ strong. Precision-balanced 
wheels provide smooth operation. A 
heavy spring retains tension on 
saw blade. The cast, ribbed table 
tilts from 0 to 45 degrees. The 
main components of the saw are 
constructed of dural and aluminum. 
For more complete details write 
the Hamer - Nixon corporation, 
Dept. AL&BPM, 402 Swetland 
building, Cleveland 15, Ohio. 





Home Water Filter 


A water filter particularly suit- 
able for installation in homes has 
recently been made available. ‘t 
is a compact unit measuring ajp- 
proximately 6x9 inches with a flow 
rate of 60 gallons per hour. It is de- 
signed to be installed by tapping the 
water supply at the kitchen sink or 
utility sink and will deliver filtered 
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water through an auxiliary faucet. 
It provides filtered water for drink- 
ing and cooking, and by restricting 
filtered water to this use, a longer 
period is possible between renewal 
of the filter pad. For further in- 
formation and descriptive literature 
write Sparkler Manufacturing 
company, Dept. AL&BPM, Munde- 
lein, Ill. 


Electric Wall Switch 

A new type of electric wall 
switch is equipped with a neon 
light right in the switch handle. It 
is so designed that when the over- 





head lights are turned on the 
switch handle light is out, but when 
the overhead lights are turned off 
the switch handle glows with a soft 
light. The chief advantages, ac- 
cording to. the manufacturer, in- 
clude an end to dirty walls caused 
by groping fingers, and a reduction 
in the hazards caused by failure to 
find the light switch in the dark. 
The switch is the single pole type 
and will fit any standard receptacle 
for this kind of switch. The han- 
dle is available in a variety of col- 
ors. For more complete informa- 
tion write Roberts, Glo-Switch 
division, Dept. AL&BPM, 700 Ja- 
maica avenue, Brooklyn 8, N. Y. 


Over-End Finger Guard 

The over-end finger protection is 
a feature of the new finger guard 
recently developed. In addition to 
protecting fingers and thumb on 
the face and sides, this new pat- 
tern extends the leather protection 
over the end of the finger. There 


is no seam or join at the tip. The 
seams on the sides are well up on 
top of the fingers and out of the 
wearing zone. The webbing is said 
to assure comfortable, tight, cool, 





non-slip protection. The guard is 
made in light, medium and heavy 
leather; in small, medium and 
large for fingers and a size for the 
thumb. For further information 
write Industrial Gloves company, 
Dept. AL&BPM, Danville, Ill. 


Clay Tile Handbook 


Publication of Tile Engineering, 
a handbook for users of structural 
clay tile is announced. It describes 
the shapes and sizes of the tile and 
its principal properties with respect 


to color, texture, weight, absorp- 
tion, porosity, resistance to freezing 
and thawing, compressive strength, 
etc. It contains detailed informa- 
tion and recommendations regard- 
ing mortar, the design and proper- 
ties of structural tile walls, and 
the design and construction of 
walls, partitions, footings, founda- 
tions, piers and pilasters. An ap- 
pendix contains estimating tables 
and specifications for various kinds 
of tile construction. For further 
information about the book write 
Structural Clay Products Institute, 
Dept. AL&BPM, Washington, D. C. 


Suspended Chimney 


A new all-fuel chimney is now 
available, which can be suspended 
from the ceiling or floor. It is 
lightweight and is said to require 
no foundation. Underwriters’ 
laboratories tested it for extreme 
firing with coal, oil, gas or wood 
fuels and approved it for one and 
two story houses. It is made with 
a seven inch diameter high tem- 
perature acid-proof tile lining with 
a three inch wall of lightweight in- 
sulating cement, steel reinforced. 
The housing above the roof has a 
design for automatically counter- 
flashing to the roof, and the cap 
provides attic ventilation. It is 
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KIRBY 


Yellow Pine 


KIRBY BUILDING 





is Kiln Dried 
and Kept Dry 


Modern type Moore kilns, operated by 
men who know how to properly season 
lumber, do a drying job the way it should 
be done. Shed space at Kirby mills is so 
ample that no lumber is exposed to the 
weather from the time it leaves the head 


rigs until it is loaded into the car for you. 


CORPORATION 


"A Wood for Every Purpose” 





LUMBER 


Southern Hardwoods 


HOUSTON, TEXAS 
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WHAT’S NEW? 


shipped complete, with all acces- 
sories and instructions. For fur- 
ther information write Van-Packer 
company, Dept. AL&BPM, Room 
1256, 140 S. Dearborn street, Chi- 
cago 3, Ill. 





Automatic Garbage Disposal 


The elimination of garbage 
through the use of an automatic 
home pulverator in the kitchen sink 
is now possible. The Waste King 





i. 


pulverator is said to be odorless, 
clog-proof and completely safe to 
use. Food wastes are put down the 
drain opening, the drain-control top 
is turned to “on” position and 
water turned on. Within a matter 
of seconds, bones, parings and 
fibrous foods are ground into 
minute particles and the water 
swirls them away. The unit can be 
installed in any sink with a drain 


opening of 3% to four inches in 
diameter. Only one electrical outlet 
is required. It has a capacity of 
three quarts at one time. For 
more complete details write Given 
Manufacturing company, Dept. 
AL&BPM, 3855 Santa Fe avenue, 
Los Angeles 11, Calif. 


Jointer With Tilting Fence 


New tool for millworkers, lumber 
yards, and other woodworkers, is 
the H. & A. six inch jointer. Its 





tilting fence makes it adaptable for 
every kind of edging and surfacing 
operation—straight or angular—in- 
cluding rabbeting, relieving and 
chamfering. Its steel cutter head 
cuts up to six inches wide and 5/16 
inch deep and operates at 6000 
r.p.m. The jointer, except for its 
steel cutter head, is made of cast 
iron. For literature giving price, 
full details, and other informacion 
write Heston & Anderson, Dept. 
AL&BPM, 606, Fairfield, Iowa. 


Fuel Cost Comparator 


A new fuel cost comparator is 
just off the press. To show cus- 
tomers the comparative cost of 
fuels, select the B.T.U. rating of the 
coal or coals sold in your community 











ENGLISH TYPE--RAIL AND HURDLE FENCE cajo%oc 
Rail Fence has Chestnut Rails with 
Locust or Chestnut Posts 


WOOD PRODUCTS COMPANY -- TOLEDO 12, OHIO 
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(B.T.U. for coal given on reverse 
side of the card). Then set the rat- 
ing on the slide rule to line up with 
the local retail price and read the 
equivalent value of other fuels. For 
a free copy of the comparator write 
Locke Stove company, Dept. AL& 
BPM, 114 W. 11th street, Kansas 
City 6, Mo. 


Land Design Circular 


Just issued is an 8-page, free cir- 
cular entitled Fundamentals of 
Land Design, which provides a 
wealth of information and _ ideas. 
With description, tables and 
sketches it suggests what may be 
done and what should be avoided 
in planning a yard. Ideas include 
best use of the land, extending the 
living area outdoors, how to have 
minimum upkeep, preserving nat- 
ural resources, best possible shade, 
planning the yard for use of chil- 
dren, where to place flowers, size 
and placing of walks, growing 
times of trees and plants, etc. For 
a copy of the circular write Small 
Homes Council, University of IIli- 
nois, Urbana, IIl. 


New Building Material 


Recently developed is a new ma- 
terial called Dantore. This light 
weight building material, formed 
of little glass globules, is popped 
by intense heat from raw perlite 
ore. One of its uses is to replace 
the sand in plaster. It weighs 12 
pounds per cubic foot. It is said 


al 





to resist checking and cracking. It 
is also said to offer a degree of 
insulation against heat, cold and 
noise. Three products are being 
marketed using Dantore—light- 
weight plaster aggregates, acous- 
tical plaster and ready-to-use hard- 
wall plaster. For more complete 
information write Dant & Russell, 
Dept. AL&BPM, Potter building, 
Portland, Ore. 
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July Orders for Northwest Lumber 
at Highest Level Since March 


Orders placed in July for Pacific Northwest lumber 
outstripped totals for any month since March of this 
year, H. V. Simpson, executive vice president of the 
West Coast Lumbermen’s Association announced. 

Weekly orders during July in the Douglas fir region 
of Oregon and Washington averaged 136,677,000 
board feet, an increase of 11,298,000 feet over June. 

However, lumber orders in July sagged to a low 
for the year. Production was also down compared 
with June. This was attributed to the sawmill shut- 
downs during the Fourth of July period. Shipments 
were 101,040,000 feet compared with 129,322,000 for 
June. 

Cumulative production for the first 31 weeks of 
1947 was 3,996,132,000 board feet; 31 weeks, 1946, 
3,681,461,000; 31 weeks, 1945, 4,058,619,000. 

The industry’s unfilled order file stood at 682,- 
144,000 board feet at the end of July; gross stocks 
at 483,081,000. 


Current Statistics on 
Output and Distribution 


Lumber shipments of 407 mills reporting to the 
National Lumber Trade Barometer were 3.6 per cent 
below production for the week ending Aug. 9, 1947. 
In the same week new orders of these mills were 
7.6 per cent below production. Unfilled order files of 
the reporting mills amounted to 66 per cent of stocks. 
For reporting softwood mills, unfilled orders are 
equivalent to 31 days’ production at the current rate 
and gross stocks are equivalent to 44 days’ production. 

For the year-to-date, shipments of reporting iden- 
tical mills were 2.8 per cent above production; orders 
were 6 per cent above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 17.5 per 
cent above; shipments were 22.1 per cent above; 
orders were 15.4 per cent above. Compared to the 
corresponding week in 1946, production of reporting 
mills was 1.9 per cent above. 


Western Pine 


The cut by the 106 mills reporting to the Western 
Pine Association for the week ending Aug. 9, 1947 
totaled 75,229,000. The same week a year ago the 
cut was 82,256,000. Shipments during the week to- 
taled 67,248,000; orders totaled 56,680,000. Shipments 
were 10.6 per cent below production and orders were 
24.7 per cent below production. Unfilled orders on 
hand at the end of the week totaled 208,420,000 com- 
pared with 223,939,000 for the same period last year. 


Southern Pine 


Production of Southern Pine by the 108 mills re- 
porting to the Southern Pine Association for the 
week ending Aug. 9, 1947 totaled 18,151,000 feet. 
This was 8.75 per cent above the three-year average 
for the same mills. Shipments for the week ending 
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BALANCER-ACTION, WEATHERSTRIPPING BENEFITS IN 
Gere -tete 
WINDOW STAYS 


One operation to insure snug-fitting, 
free-sliding sash for all double-hung 
windows. Aijir-tite Window Stays ap- 
ply evenly distributed pressure onto 
both upper and lower sash towards 
the parting bead. Thus, weather in- 
filtration and slackness between sash 
and parting bead is eliminated and 
windows will remain at any desired 
height without cords, weights, pulleys 
or balancers. 


Air-tite Stays simplify inventury 
problems. They are the convenient, 
economical and logical way to 
finish new, old or completed window 
units. Write today for descriptive 
folders and prices. 


The plunger of each 
Air-tite Stay expands 
and contracts against 18 
Ibs. of spring action. This auto- 
matically adjusts to wood swell- 
ing or shrinkage, allowing sash to be 
raised or lowered freely at all times. 


ca e@ 
ae Cut-away view - Actual size 


U.S. Pat. No. 2,187,412 
WINDOW STAY COMPANY, CHICOPEE, MASSACHUSETTS 
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STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 








Wire or write today for 
full particulars. 


ie Akron Paint and Varnish Company 


AKRON 1, OHIO 
EST. 1878 














































Meet this profitable demand. 
Start the KENNATRACK VOGUE 
in your town. A sample installa- 
tion—and a little publicity does it. 
SEND for the KENNATRACK 
folder—and learn about this profit- 
making specialty. 





JAY G. 
McKENNA 


INC. 


FACTORY: ELKHART, INDIANA 
























Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 


























LUMBER MARKET 


Aug. 9 totaled 19,524,000 feet. This was 7.56 per 
cent above production for the week. Orders placed 
during the week totaled 27,485,000 feet or 51.42 per 
cent above production. 


In the Market Centers 

TACOMA—Labor controversy threatens to tie up 
all door manufacturing plants in Tacoma area. Union 
demands all piece work be eliminated. Two plants 
down and other closures predicted. Mills and logging 
camps operating steadily. Order files in good shape, 
although high prices deterrent to long-range buying. 
Considerable building in progress, particularly in 
rural areas, despite high prices. This is supplemented 
by a good volume of industrial and business con- 
struction. 

SEATTLE — Tremendous demand is not wholly 
active. Prices tend to advance. Principal trading fac- 
tor is lack of cars. Nearly all mills have order files 
for 30 days or more and are not inclined to accept 
more. Upper items very scarce; common lumber in 
fairly good supply. There is usually a spread between 
the price paid for immediate shipment and that for 
delayed shipment. In general, the market is several 
dollars higher than a month ago. Wholesale and re- 
tail yards in the Seattle area have fair supplies of 
common lumber, but uppers are very hard to stock. 

KANSAS CITY—Demand for yellow pine in this 
area continues exceptionally strong and prices are 
steadily moving up as retailers scramble to stock their 
yards again. In most cases, prices have recovered all 
but about $5 per thousand on common lumber from 
their peaks of early 1947 and in many instances pre- 
miums are being paid for spot loadings. Building 
activity is more pronounced in the Kansas City area 
and contractors are not showing the resistance they 
did during May and June. Production is stepping up, 
but there is a temporary shortage at this time. 
Common dimension #2 and btr green fir was quoted 
at $60 per M mill basis; 2x4 +2 was quoted at $63. 
For dimensions of 2x4, 14 and 16-inch #1 grades, 
the prices generally ranged from $73 to $76. Yellow 
pine common boards 6x8 inch #2 were bringing 
from $70 to $80 per M. Upper grades of Ponderosa 
were decidedly short and four-quarters clears were 
quoted at $140 to $160 per M. 

BALTIMORE — Firming of prices of low grade 
lumber, which began to make itself felt in July, is 
still being maintained. The two real shortages still 
are in white pine and clear cypress. Plenty of shelving 
is reported available in white pine, but the better 
material is scarce and high-priced. 

MEMPHIS—Premiums ranging as high as $25 per 
M are being paid for #1 common and btr and firsts 
and second of red and white oak because of the scar- 
city of these items. Oak flooring production continues 
at a high rate; it moves almost directly from the mill 
to the box car. Flooring oak used in the manufac- 
ture of oak flooring is up $2 and $3 per M—about 
= for the 4/4 stock, some as high as $60 f.o.b. 
mill. 

MINNEAPOLIS—Prices continue firm to stronger 
with retail yards stepping up buying. Most of the 
demand is for home construction, especially for the 
completion of units started months ago and not fin- 
ished for lack of scarce items of millwork. Heavy 
construction is slow. 
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C. F, Mimnaugh 





R. A. Holmes 








525 CORBETT BUILDING—PORTLAND 4, OREGON 


” oe West Coast Species 


.° % MOULDINGS y INDUSTRIAL CUT SOG 
*& FURNITURE DIMENSION STOCK 


ee 





% MILLWORK 








H. V. SCOTT 


inn - Scott Lumber Conguny 
LUMBER and LUMBER PRODUCTS 


General Office 


360 No. Michigan Ave. 


Chicago 1, Ill. 
RANdolph 4878 


j. P. RINN 


Yard and Warehouse 


2759 So. Kedzie Ave. 
Chicago 23, Ill. 
BiShop 4080 


Concentration Yard 
Redding, California 
P. 0. Box 6 























[TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 


IE STE 
























SELLING THE PRODUCTS OF DISTRIBUTORS OF 


P 
*THE McCLOUD RIVER LUMBER SPECIES 








COMPANY 
McCloud, Calif. 
*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 


_"*Member of the Western Pine Associa- 
tion, Portland, Oregon. 





SHEVLIN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 








SPs Fon Woedlek 


1604 Graybar Bldg. 


DISTRICT SALES OFFICES: 
NEW YORK 


Mohawk 4-9117 


CHICAGO 
1863 LaSalle-Wacker Bldg. 
Telephone Central 9182 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 











SAN FRANCISCO 
1030 Monadnock Bldg. 
Exbrook 7041 
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Chicago Region Members of 
Structural Clay Products Meet 

Continued cooperation of brick- 
layers, mason contractors and brick 
manufacturers to “Give the public 
the true facts of masonry construc- 
tion,” was the theme of the semi- 
annual two-day meeting of the Chi- 
cago region of the Structural Clay 
Products institute. 

Among the business session high 
spots was a panel discussion on 
modular masonry, production spe- 
cifications and expanded research. 

From Washington, D. C., Doug- 
las L. Whitlock, general counsel for 
the institute, brought a complete 
report on What’s Ahead in the Con- 
struction Industry. 

Officers of the region include E. 
F. Plumb, Streator Brick company, 
president; Rand Rodgers, Alton 
Brick company, vice-president; and 
George Gammie, Illinois Brick com- 
pany, treasurer. 


Northwestern Association 
Building Information 


First edition of another service 
of Northwestern Lumbermens as- 
sociation, the Building Information 
Supplement to the annual North- 
western Blue Book, has just been 
mailed to all dealers in the organi- 
zation’s territory. This new serv- 
ice comprises factual data on the 
uses and applications of the vari- 
ous items employed in the construc- 
tion of homes and farm buildings 
for dealers’ daily use as consultants 
to the contractors, builders, orchi- 
tects, farmers and consumers in 
their communities. Copies of the 


Building Information Supplement 
may be obtained by sending $2 to 
the Northwestern Lumbermens as- 
sociation, 1013 4th avenue south, 
Minneapolis 2, Minn. 








E. W. DANIELS, president of the Harbor Ply- 
wood corporation, Hoquiam, Wash., receives 
a citation of merit from the Advertising As- 
sociation of the West, in recognition of “‘dis- 
tinguished service to advertising and business 
in interpreting the American way of life.” 
The presentation was made by George 
Weber, chairman of the Advancement of 
Business Understanding committee. 





F. M. Roberts, Washington 
Lumber Wholesaler, Dies 

Frank Monroe Roberts, 66, presi- 
dent and general manager of the 
Roberts Lumber corporation, Wash- 
ington, D. C., died August 2. 

Mr. Roberts started his career as 


THIEF RUFWIS. 


a lumberman in 1905 with the Elm 
City Lumber company, New Bern, 
N. C. He was in charge of the 
Washington sales office from 1911 
to 1920 when he formed his own 
company. 


Appointments and Promotions 


BENJAMIN B. CRAVENS was re- 
cently elected vice president of the 








Photo by WEBB, N. Y. 
Benjamin B. Cravens 


Franklin Machine company, East 
Providence, R. I., manufacturers of 
the Wilson Radial cutting machine. 
He will be in charge of sales. 


CHARLES STANTON has been ap- 
pointed district field engineer in 
the Philadelphia office of Chain 
Belt company, Milwaukee. He was 
formerly in the company’s Detroit 
office. 


WILLIAM F. TRILK, owner of 
the Universal Venetian Blind com- 
pany, Forest Park, IIl., has been 
appointed mid-west director of the 





ROLL-OFF 





“The Active Truck is the Money-Maker” 





LUMBER TRUCK BEDS since 1918 


Complete Beds Shipped KD. 
EASILY MOUNTED 
Write for Catalog & Prices 


62 
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Better Tha> 


The R-B COMPANY, 1921 Guinotte, KANSAS CITY, MO. 
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| | FOR SALE 


1Y2 and/or 2” No. 1-2-3-4 


Common 


Ponderosa Pine 


Rough, Dry 





Attractive Prices -- Prompt Shipment 





Car Lots -- Direct Mill Shipment 


PENBERTHY LUMBER | 


COMPANY | 


5800 South Boyle Avenue 





Los Angeles 11 
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RAIN U t 
SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


q Selling the Products of J A) MATHIEU, Ltd., Rainy Leke, Ont 
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PROFITABLE PRODUCTS 
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Hl. ) 
DOUGLAS Fin. wiTe FIR~ SPRY 


Western Pines and associated woods are well manufac- 
tured, rigidly graded, and thoroughly seasoned in 
accordance with the high standards long established and 
sustained by member mills. 


WESTERN PINE ASSOCIATION 


Yeon Building, Portland 4, Oregon 








This Lumber is Service-Proved 


Wolmanized Lumber* is ordinary wood made 
long-lived by pressure treatment with Wolman 
Salts* preservative. Its ability to resist decay and 
termite attack has been proved by millions of feet 
in service for many years. All of the desirable 
qualities of wood are retained; Wolmanized Lum- 
ber is clean, odorless and paintable. American 
Lumber & Treating Company, 1646 McCormick 
Building, Chicago 4, Illinois. 


*Registered trademark U. S. Pat. Off. f 
) a » 
















































Venetian Blind Association of Am- 
erica. He succeeds ALEX ANDREWS 
Jr., Western Venetian Blind com- 
pany, Chicago, who resigned re- 
cently. 


WARREN LANE, formerly with the 
Loxit Moulding company, Chicago, 
has been appointed sales manager 
for the National Aluminum com- 
pany, Columbus, Ohio. 


Liquid Conditioning corporation, 
Linden, N. J., manufacturers of 
equipment for water softening pro- 
cesses, announces the appointment 
of M. J. RAHIYA as its engineering 
sales and service representative in 
Louisville, Ky. 


WALTER I. LUNT, president, 
Cross, Austin and Ireland, Brook- 
lyn, will serve as chairman of the 
lumber division in the 42nd annual 
appeal for the Travelers Aid so- 
ciety of New York. 


A. NAUGHTON LANE, vice presi- 
dent of Monarch Metal Weather- 
strip corporation, St. Louis, has 
been elected to the board of direc- 





tors of the Producers Council as 
a director-at-large to serve for two 
years. Mr. Lane has served on the 
market development committee 
since last fall. 


Keystone Steel & Wire company, 
Peoria, Ill., announce the promo- 
tion of WILLIS J. BRUNINGA to 





Willis J. Bruninga 


manager of the building trade 
sales. Mr. Bruninga has been with 
the company 18 years, and has re- 
cently been district sales director. 





RAYMOND V. PFAUTSCH has been 
named chief engineer of the Ilg 
Electric Ventilating company, Chi- 
cago, succeeding A. G. SUTCLIFFE, 
retired. 


EINAR B. OYAAS, treasurer of 
Curtis companies Inc., Clinton, la., 
was re-elected president of the 
Quad Cities Control of the Con- 
trollers Institute of America. J. 
ARTHUR THOMPSON, treasurer and 
assistant secretary of Eclipse Lum- 
ber company, Clinton, was named 
a director. GEORGE S. SMITH, as- 
sistant. secretary-treasurer of 
Southern Pine Lumber company, 
Diboll, Tex., was chosen vice presi- 
dent of the Houston control. 


Promotion of O. FRED YANDO to 
assistant regional manager of Ford 
Motor company’s central region has 
been announced. He has been man- 
ager of the central regional busi- 
ness management department since 
1946. 


IRVING J. FLETCHER has been ap- 
pointed to the newly created posi- 
tion of chief engineer of the prod- 
uct and developing engineering sec- 
tion of the American Hardware 
corporation, New Britain, Conn. 





He was formerly factory manager 






















Louisville’s Newest Dimension Plant 
Gets Moore Cross -Circulation Kilns 


American Lumber Products, Louisville, Ky., has 
a modern streamlined plant for the manufacture of 
lumber and furniture dimension. 















Dimension stock requires careful drying on pre- 
determined scientific schedules, so the management 
decided to install Moore Automatically Controlled 
Cross-Circulation Kilns shown above. Additional 
Moore Kilns have since been added. 




















Let the Moore-Kiln Engineer show how this mod- 
ern drying system will also pay for itself at your 
plant. Write today. 





MoorE DRYKILNCOMPANY 


World’s Largest Manufacturers of Lumber and Veneer Dryers 
JACKSONVILLE, FLORIDA 
VANCOUVER, B. C 
NORTH PORTLAND, ORE 














THURSTON-FLAVELLE 


Limited 
PORT MOODY, B. C. CANADA 








Manufacturers of 


RED CEDAR 
SIDING 


and 


SHINGLES 


Distributed through the 
Wholesale Trade ex- 
clusively. 
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TARTER, WEBSTER & JOHNSON, INC. 


No. 1 Montgomery St., San Francisco 


P. O. Box 1731, Stockton, Calif. 


Manufacturers of 


Ponderosa Pine, Sugar Pine, White Fir, Incense Cedar 
Lumber, Mouldings, Cut Stock 

















Ponderosa Pine 
Idaho White Pine 
Montana Larch 


Douglas Fir 
Engelmann Spruce 


J. NEILS 


LUMBER COMPANY 


KLICKITAT, WASHINGTON - LIBBY, MONTANA 


Member Western Pine Association 








Oregon Lumber Co. 


Baker, Oregon 
seisaaesialiicianaies 


Pioneer eastern Oregon mill—in operation 58 
years. Under our sustained yield plan of opera- 
tion, the past 58 years of performance is just 


a starter for future delivery of our products. 


— 


Manufacturers 


Famous “John Day” 
Ponderosa Pine 


Since 1889 








THE NAME SILVER LAKE stampep ON EVERY FOOT — 
@ PACKED IN CARTONS @ aed 





LOWER PRICED GRADES 
EDDYSTONE 


j) Mill d Sales Office PELHAM 
SILVER LAKE CO. ) Puattabovchoo, SONKinA 


NUCORD 


Sold through Regional Distributors BENGAL 
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of Corbin Cabinet Lock division 
and has been succeeded by FRANK 
L. MATHES JR. 


THOMAS R. C. WILSON, former 
chief of the U. S. Forest Products 
Laboratory division of timber me- 
chanics, has been appointed secre- 
tary-treasurer of the Forest Prod- 
ucts Research society, Madison, 
Wis. 

SHOWN here are the new plant facilities of the expanding B. L. Montague company, Sumter, 

RuDOLF W. STAUD, executive of S. C., machinery and mill supply firm. New lines of the company include controlled trimmers 
the Benjamin Electric Manufactur- and edgers, completely mechanized pulpwood harvesting machinery and a blower fan for 
, ; , disposal of sawdust, chips, dust, etc. The company is managed by Larry D. Montague, son 
ing company, Des Plaines, Ill., has 


of the founder. 
been elected president of the Illu- 
minating Engineering society. He 
will take office upon the expiration assistant manager at Sioux Falls is Companies Announce 
of retiring President G. K. Hard- new branch manager there. The W. L. HULETT LUMBER COM- 
acre’s term in October. — PANY, Quapaw, Okla., is establish- 
GEORGE D. PENCE, director of ing a new retail lumber yard in 





special activities at Willys-Over- Baxter Springs, Kans. The _ loca- 
F. E. REISHUS, formerly mana- land has been appointed president tion has been bought and construc- 
ger of International Harvester of the Wilson Foundry and Ma- tion will start soon. 
branch at Sioux Falls, S. D., has chine company. J. G. PAYLE, for- ——— 
been transferred to Lincoln, Nebr., mer assistant general manager of C. W. Alley, formerly with the 
to succeed J. L. HENN who has re- Wilson has been named general T. M. Deal Lumber company, Wich- 
tired. E. R. ZIMMERMAN, formerly manager. ita, Kans., has organized the 











COPY-WRITER -- Opportunity | T b N T S T AKES 
Position open as copy-writer which can lead to post of 


assistant advertising and promotion manager, large 
yaint manufacturer, New York office. ’ . : 
I Can Be Used For Surveyors’ Stakes, Garden 


Man who came thru ranks of paint retailing, with sub- 
I g Fences and Many Other Useful Purposes. 


sequent wholesale travel experience will receive special 


consideration. . , 
sideration | Hardwood. 16 and 24 inch lengths. 


Must be good businessman with knowledge of channels PRICED RIGHT! Carload or L.C.I 
of distribution. sl ‘ iii sree" 


: , . ‘ : Immediate Shipment. 
Security. Excellent future. Good remuneration. Work I 


at fast pace. Long hours. WRITE OR PHONE FOR PRICES * 


Give all particulars first letter. Age, experience, edu- 


er a employers, references. Must state ¢ LY D E L Oo Cc & Ww Oo Oo D, ' N " . 


Dept. 105, 1004 Baltimore, Kansas City 6, Mo. 


Write Bex No. P-20, American Lumberman, Inc. Shane Vines e000 

















PLANER and JOINTER KNIVES 


- - - also high speed knives and molding cutters 
for the woodworking industry. 








Low Cost 










Toxic-Water Repellent Preservatives 


Chlorinated Phenol Toxic Base. Positive protection against Rot, 
Fungi, Termites, Excess Moisture, etc. Formulations to meet all 


official specifica tions. A profitable retail item for Lumber Yards. TAYLO R-STI LES g CO. 


Write for technical data, tests, samples, etc. Riegeisville New Jersey 
* 


CRE-O- TOX CHEMICAL CO. Western Agents: 


— ae ae | Oe 3 E N Hall & Brown, W. W. Machine Co., St. Louis, Mo. 





— WW 
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J. W. Wells Lumber Co. 


Montgomery i, Alabama 


& 


Manufacturers 
A, > a 
Southern Hardwoods and Pine 











PAUL B. BERRY 


Wholesale — Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


1 or more cars softwood boards and dimen- 
sion KD or AD, machined; also panels, shorts, 
cutoffs. 1 or more cars 5/p” and thicker hard- 
woods, mostly 4/4” & 5/4” KD or AD. Send 
me your stock and price lists. 








Old Growth 


DOUGLAS FIR 
at Its Best 


OREGON - AMERICAN 
Lumber Corp. 


Vernonia, Oregon 


350,000 Feet Daily 














Prompt Service on 
SAW REPAIRS 


We are continually adding new machines to increase 
production and give better service. Our new surface 
grinder, just installed, has increased our production 
on all repair work considerably. 


Cut-downs now take 30 days or less. 
All other repair work done promptly. 
Best equipped saw Factory in the South. 


J. H. Miner Saw Mfg. Co. 


Meridian, Mississippi 





Incorporated in 1912 The Original Miner Service 


Ben 











You'll Get Plenty of 
ACTION with a 


CORINTH 


NO. 2 SAWMILL 
...and Fine Lumber Too! 


By actual tests, the Corinth No. 2 
Sawmill has proved its superiority 
in the fast production of fine lum- 
ber—softwood, hardwood and 
mixed. This accurate mill, which 
may be used as a portable outfit or 
set up On a permanent foundation, 
is so sturdily constructed, it will 
stand up in even the severest 
services year after year. 


Send for complete specifications 
and delivery dates. For out-of-the- 
ordinary sawmill problems, ask 
for the services of a Corinth 
engineer. You can depend upon 
him to find a practical solution. 


CORINTH MACHINERY CO. 
CORINTH, MISSISSIPPI 











Speedy. and accurate dou- 
ble-acting set works with 
steel machine cut ratchet 
wheel, for cutting very 
accurate lumber. 

Quick-sligning sna! head- 
block base with adjustable 
split knees with McDon- 
outh boss dogs, and rever- 
sible wearing plates for 
double-length service. = 


Fast, improved heavy-duty 
belt feed works will with- 
stand hard usage. Bronze 
bushed idler pulleys for 
pressure gun greasing. 


Steel machine cut racks 
and Fy | securely fas- 
tened to split knee assure 
long life, and extreme ac- 
curacy. Replaceable with- 
out removing entire knee. 
Adjustable rope feed gears 
permit easy elimination of 
slack caused by wear be- 
tween gear and pinion. 
Cast steel carriage wheels. 
Guide wheel machined to 
fit 20-lb. machined “T 
rail track. 


18” Steel Splitter Wheel. 











Soundbilt is a name that stands for quality in plywood. 
As the name itself implies, Soundbilt is a well-manufac- 
tured, soundly produced plywood. It comes from fine, old- 
growth logs. It is made in a modern plant. Soundbilt is 
a name you'll be hearing more about from now on. 


ot Sound 


PLYWOOD, /v<. 





@) 230 EAST F STREET # TACOMA, WASHINGTON #® PHONE MAin 0179 
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ALLEY LUMBER COMPANY, 307 Cen- 
tral building, Wichita, a wholesale 
and commission lumber business. 
Under the name Alley Listing and 
Sales agency, the company will also 
service both buyers and sellers of 
retail lumber and building mate- 
rials. 


The INDUCTION HEATING CORPO- 
RATION announces that it has 
moved to its recently completed 
quarters at 181 Wythe avenue, 
Brooklyn 11, N. Y. 


Farmall Works is planning an 
addition to its present manufactur- 
ing space, L. M. Gildea, works 
manager of INTERNATIONAL HAR- 
VESTER’S Rock Island, IIll., tractor 
plant, has announced. 


With its incorporation, CANVAS 
PRODUCTS COMPANY has changed 
its name to CANVAS FABRICATORS 
INc., 651 W. Fulton street, Chi- 
cago 6. 


The new address of the TAVERT 
COMPANY LTD., is 416 N. Orizaba, 
P. O. Box 42, Clearwater, Calif. 
The telephone is Metcalf 3-3155. 


The name of the MERRITT EN- 
GINEERING AND SALES COMPANY 
INC., has been changed to MERRITT- 
MONSANTO CORPORATION. The or- 
ganization manufactures veneer 
and plywood-making machinery. 


Due to expanded production fa- 
cilities, LOWELL MANUFACTURING 
COMPANY, Lowell, Mich., will soon 
launch a national advertising cam- 
paign, and a program is underway 
to supply point-of-sale displays, di- 
rect mail pieces and newspaper 
mats to dealers. 


Sale to the LONG-BELL LUMBER 
COMPANY of an AMERICAN LUMBER 
AND TREATING COMPANY wood-pre- 
serving plant at Weed, Calif., has 
been announced. 





A new corporation, PROTECTIVE 
PAPERS INC., Union, IIl., has been 
formed for the manufacture of spe- 
cial building and insulating papers. 
Officers are R. F. Anderson, presi- 
dent; John Willy, vice president; 
James C. Taylor, vice president; 
Paul Sukup, secretary-treasurer. 


SMALL BUSINESS 


CED outlines program intended 
to strengthen small firms 


SMALL business is important. 
How important, the Committee for 
Economic Development makes clear 
in a program designed to 
strengthen small business in its 
management, in its finance and in 
improving competitive opportunity. 

CED points out that small firms 
provide about 35 percent of the na- 
tion’s volume of business, affords 
employment to 45 percent of all 
those engaged in business. In fact 
98 percent of all business firms in 
America are small. Of 3,317,000 
business units in the country in 
1939 when the first U. S. business 
census was taken, 1,503,000 had no 
employes; 1,221,000 had one _ to 
three; 305,000 had four to seven; 
166,000 had eight to 19 and 70,000 
had 20 to 49. 


PROBLEM OF MANAGEMENT 
No. 1 problem of small business 
is management, declares CED, 
pointing out that more failures are 
due to lack of skill in running the 
enterprise than to any other single 
cause. The committee makes sev- 


















































SAWMILL MACHINERY 


MANUFACTURERS of a complete line of sawmill ma- 
chinery . . . PORTABLE MILLS . . . BAND MILL 
CARRIAGES ... EDGERS ... TRIMMERS ... 
SHOTGUN STEAM FEEDS ... STEAM NIGGERS... 
LOG STOP AND LOADER... AUTOMATIC FEED 
TABLE FOR PLANING MILLS. WRITE FOR CATALOG 






















































AROMATIC RED CEDAR POSTS, 
TAPERS and SQUARES 


Southern Hardwoods 





MILL SUPPLIES 


“Everythin for 
the mechanical 


transmission of 

















AND “POWER HOUSE.” 
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25th Anniversary 


Phone PLAza 1772 
6846 STONY ISLAND AVE. 
CHICAGO, 49 
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AMERICAN BOWSTRING WOOD TRUSSES 
for Warehouses « Stores « Factories » Garages 
FREE—SEND FOR NEW CATALOG TODAY! 


AMERICAN ROOF TRUSS CO. 


Phone ADams 1-4379 
242 W. SANTA BARBARA AVE. 
LOS ANGELES, 37 


1922-1947 
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LA GRANGE, GA. 
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' Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumber Dealers 
for 52 years 


LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Blivd., Chicago 4, Ill. 

















JAMES W. SEWALL COMPANY 


Consulting Foresters 


MAIN OFFICE: 


OLD TOWN, MAINE 


Phillips & Benner 
Ruttan Block, Port Arthur, Ontario 
Established 1910 











RUSSELL & PUGH 
LUMBER CO. 


SPRINGSTON, IDAHO 


Idaho White Pine Ponderosa Pine 
Douglas Fir ae 

White Fir 
Cedar 








...and all wood prod- 














POLES and 
PILING 


Goodwin Johnson Ltd. 


Metropolitan Building 
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Vancouver, British Columbia 
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For Immediate Delivery 


Streamline Birch Flush Doors 
30-32" x 6! 8" x 134" 
FIVE TO A CRATE 
FOB CINCINNATI 


HARDBOARD 


Light Colored Surface 
Wg" x 4" x 12" 


Finnish Birch Plywood 
All Thicknesses and Grades 


mussman and shafer. ine.. 
15 East Third Street 
Cincinnati 2. Ohio 











for 
LUMBER 
VENEERS 
DOWELS 
BOBBINS 





ucts, rough or smooth. | 


INSURE AGAINST GREEN LUMBER 


. . » fest moisture as low as 0% 


Avoid errors which result in warping, shrinking, cracking and other 
failures due to improper moisture control. Test flat, curved, rough or 
irregular materials—in three seconds or less—without marring surfaces. 


Moisture Register gives you accurate tests from high percentages 
to lowest ranges at the press of a button. Based on the principle of 
high frequency, power absorption, there's a model to meet your re- 
quirements. Completely portable—easy to use. No points to break 
off or mar surfaces. 


Write today for complete information, specifying type of material 
and range of moisture content to be tested. Moisture Register Com- 
pany, Dept. A, 133 North Garfield, Alhambra, Calif. 





The standard in moisture testing 
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eral recommendations to solve this 
problem. 


It proposes that manufacturers, 
suppliers and trade associations in- 
crease their technical aids to small 
business; that community organi- 
zations widen their services and 
that colleges and universities set 
up special training courses in this 
field. 

In the field of financing, the CED 
statement adds, the biggest prob- 
lem of small business is long term 
credit and equity capital. The re- 
port suggests that bankers’ asso- 
ciations prepare credit manuals and 
expand counselling services to as- 
sist small enterprises in their 
financing operations. 

The Committee also recommends 
that financing institutions engage 
actively in the formation of finan- 
cial companies which will invest 
in small or new concerns. It sug- 
gests that present banking facili- 
ties be supplemented by the estab- 
lishment of new capital banks to 
provide capital loans and equity 
capital for small business. 


CAPITAL BANKS 


The statement recommends es- 
tablishment of capital banks as an 
extension of the present commer- 
cial banking system. These capi- 
tal banks would be chartered under 
the Federal Reserve System oper- 
ating under banking rules adapted 
to their special purposes. 


Although the Committee does not 
advocate creating tax privileges 
for small business, it does empha- 
size the need for risk capital. It 
maintains that the soundest source 
of such capital are individual earn- 
ings and the investment of such 
earnings into the business. 

As rapidly as is consistent with 
the maintenance of high employ- 
ment and production without fur- 
ther inflation, the Committee rec- 
ommends a general reduction of 
both business and personal income 
taxes. The Committee contends 
that corporate and non-corporate 
business should have the right to 
carry forward losses from business 
operations to apply against subse- 
quent earnings ‘or a period of six 
years. 

The program outlined above fol- 
lows two years of study by the CED 
research and policy committee. It 
was made public by Paul G. Hoff- 
man, president of the Studebaker 
Corporation and CED chairman 
and Raymond Rubicam, chairman 
of the research and policy com- 
mittee. 


Making More and Bigger Sales 
(Continued from Page 44) 


purchasing power will justify. Up 
to that point, however, they make 
every legitimate effort to increase 
the size of each sale. They call 
this “building a sale higher, wider 
and thicker.” 


The first step in increasing the 
size of a sale is to analyze your 
customer’s buying power. The 
credit manager or the installment 
financing agency makes the final 
decision on this, but the salesman 
can save much time and trouble by 
being reasonably sure in advance 
that he is spending his time on 
prospects qualified to make sizable 
purchases. 


The next step is to thoroughly 
analyze your customer’s needs. He 
is going to resist any attempt to 
increase the sale if you don’t have 
his interests at heart. So concen- 
trate on things he needs, build de- 
sire for them and talk consumer 
benefits. 


Use any combination of the fol- 
lowing steps that seems necessary 
to increase the particular sale you 
are working on: 


A—Sell more of the item. For 
example, sell the customer a new 
roof on his garage as well as on 
his home. 


B—Sell better quality. If the 
customer can afford the best paint, 
why not sell it to him instead of a 
“price” line. 

C—Sell related items. If you are 
selling home insulation try to in- 
clude storm sash and weatherstrip- 
ping in the sale. 


D—Sell other needed. items. 
When you are in the prospect’s 
home observe other needs he may 
have overlooked and call them to 
his attention. For example, some 
of the hardware might need re- 
placement with better-looking, bet- 
ter-working and better-quality 
hardware. 


E—Sell new products. Inform 
the customer of new materials 
which might fill a need or satisfy 
a desire. 


F—Sell items not carried in 
stock. If company policy permits, 
you should offer to get for the cus- 
tomer a product he has asked about 
but which is not normally carried. 


G——Sell easy payments. Explain 
to the customer how little per week 
or month his larger purchase and 
greater satisfaction will actually 
cost. 





ADVERTISING 


American Lumberman 4 JSuiiding Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classified 
advertising section in its field. 
All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders allowed. 
For advertisements bearing box number count 
five extra words. Replies are forwarded free 
of charge. Please indicate classification de- 
sired. Publisher reserves right to classify, 
edit or reject any classified advertisement. No 
agency commission or cash discount allowed. 
Rates — Cash With Order 
Minimum Charge $2.00 
For one or two insertions 10c per word per in- 
sertion, with minimum charge of 50c per line. 
Three to Five insertions 9c per word per in- 
sertion, with minimum charge of 45c per line. 
Six or more insertions 8c per word, per inser- 
tion, with minimum charge of 40c per line. 
There are approximately 5 words to a line and 
when less are specified or used, regular line 
rate is charged. 
When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN & 


BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, iilinois 


HELP WANTED 


Wanted: Lumber grader for Distributing Yard 
on Hardwoods and White Pine. Steady work, 
union scale. Addess E-42, American Lumber- 
man. 











LARGE SOUTHERN WHOLESALER 
with good mill connections all species, wants 
experienced lumber salesman for rich terri- 
tory on drawing account and profit sharing 
basis. This will return handsome income for 
hard worker. Address M-53, American Lum- 
berman, Inc, 





WANTED: Man experienced in wholesale lum- 
ber business. Take full charge of sales and 
urchases with old established company. 
ive salesmen selling. Location Westen 
Pennsylvania. Furnish small snapshot. Refer- 
ences and experience. Address M-71, Ameri- 
can Lumberman, Inc. 


Wanted dry hardwood lumber inspector. 
W. Va. band mill. Good living conditions. 
Advise age, experience, references and full 
— Address N-64, American Lumberman, 
nc. 








Salesmen with following among Illinois lum- 
ber dealers to handle lumber on direct com- 
mission. Exclusive territory to qualilied 
producers. Write full particulars. in first 
letter. United Mills Co., 218 Cooper S5t., 
Peoria, Illinois. 





Foreman in modem millwork factory employ- 
ing about 50 men, steady work, good salary, 
in thriving business city of about 25,000 popu- 
lation, not far from Minneapolis. In answer- 
- please give age, size of family, church 
affiliations, years of experience and state as 
to when available. Unfurnished apartment 
can be rented reasonable. Address P-2l. 
American Lumberman, Inc. as 


WANTED: Manager for small lumber and coal 
yard, just north of Chicago. Address P-26, 
American Lumberman, Inc. 


WANTED: Mill work shop detail man. Siate 
qualifications, experience, salary expected. 
P. O. Box 1131, Montgomery, Alabama. 


Retail lumber yard in Kansas City, Mo., needs 
experienced yard supervisor to look after 
loading and unloading lumber, routing trucks. 
and general yard work. Address P31, AMER- 
ICAN LUMBERMAN, INC. : 
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